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_athréugh better displays. 
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FREE @ @ @ just off the press—big 12-page 


brochure showing these 44 Naval Aviation Insignia 

—plus—44 Army Air Force Insignia designs on 

comuras and posters — plus — 18 Citizen's Defense 

Corps Insignia on comura. Also suggestions and 

sketches on how to use effectively. WRITE TODAY! POSTERS 
Size 22”x28”... 
Processed in Rich 
Oil Colors on 


Did you receive your copy of “VICTORY TIMES’’? this 24-page tabloid heavy stock. BUY U.S. WAR BONDS AND STAMPS 


chock-full of interesting news and important information — visual education in ay - ai . « $7.50 

ittory Ti , (8 POSTERS)... 

ory Times. WRITE TODAY—IT'S FREE! ONLY $13.75 comura 

Size 15”x90”. Processed in rich 

oil colors on heavy stock 

HORIZONTAL—EACH . . $3.50 
(3 for $10) 

=, VERTICAL—EACH ... . $3.50 

dete pose - — (3 for $10) 
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DON'T FAIL To VISIT OUR EXHIBIT AT THE CONVENTION - PARLOR ONE - SEE THE GREATEST COLLECTION OF PRACTICAL CHRISTMAS PROMOTION AND VICTORY DISPLAYS 


a= Total of 44 Insignia 
- ALL FOR ONLY . . $33.75 
W. L. STENSGAARD AND ASSOCIATES, INC., 346 NO. JUSTINE ST., CHICAGO 
Lia me cel 2 amel aslo texte cele, €22205 4 Oe Ws Wades Yaa Yio diel tile taaa se Vi ice), Me fea ae 






PATROL SQUADRON SEVENTY ONE | ¥P 














OGY 55 WAR STAMPS 


ee 


} 
~&h . 


























Display’s Great Monthly Digest 


DISPLAY WORLD 


COMBINED WITH 
MERCHANTS RECORD AND SHOW WINDOW 


VOLUME XL JUNE 1942 NUMBEF 


SPECIAL |.A.D.M. CONVENTION NUMBER 


C ON TENT S 


Display For Victory Convention To Be Record-Breaker 
By John L. King . 5 








6 





! 





California Comes To Indiana By A.J. Roeder . . . 8 
Los Angeles Vacation Themes By Herb Cross. . . . 10 
Promotions For August By Lovis Gehring . . . 12 
Current New York Windows By Virginia Roehl . . . 14 
Jenny's Believes In Novelty . . 2. .« «© «© © «© «© © «© «© « 16 
Flags, Fripperies And Fun By Kendall Hull . . . 18 
Famous Argentine Artists Create Display Series By Oliver Blackler . . . 20 
ea ae ee a ee ee 
Backgrounds Made This Promotion By J. W. Campbell. . . 24 
Display Merchandising By De Sault . . . . 26 
What's In The Cards? By Richard Dodge . . . 30 


a a ne a a a ee a a ee a ee ce 
ek er a a a a a a ee a 
Editorial . .. ies ws @ 


Point-Of-Sale Gallery Of National Displays . . . . . .«. «. « «. 42 
First Aid For War-Time Windows By Carol E. Berolzheimer . 44 
The Play World By Barbara Baer . . . 46 
Small Item Display By Georgina Campbell. . 50 


Back To School . ee See! “low a” Ore OE ow. a 
Display Then And Now By Joseph Maharam .  . 54 


Think This Over By Frank G. Bingham . . 56 
The Display Parade By Tony Brinker . . . 60 
"Peace Plan" Results From New York Parley. . . . . «. « «© «© ~ 66 


New York Display Factors Discuss Victory Program . . . «. «. «. . 67 
ee, a a a a a a 
Reminiscing. . - © © © © co ok Ce ere ee a a 


THE DISPLAY PUBLISHING COMPAN - 1209 Sycamore St. - - CINCINNATI, OHIO 


Member Audit Bureau of Circulations. 


Eastern Office: V. W. Sebastian, Room 1101, Flatiron Building, 175 Fifth Ave., New York City. Tel. ALgonquin 4-0211. 
Published monthly at $3.00 a year for the United States and Canada; foreign, $4.00 a year. Canadian and foreign orders payable in U. S. funds, 
by international money order or New York bank draft. Single copies, 30 cents. For sale on news stands supplied by the American News Company 
and its branches. Entered as second-class matter September 20, 1922, at postoffice at Cincinnati, Ohio, under act of March 3, 1879. 














1942 THE COVER OUR NEXT ISSUE 


“Displaymen can and will contribute much As part of the nation-wide stress on patriotism, The Jose centeetion of Gc tstesationd 
of value in these troublesome times. The public DISPLAY WORLD 1s glad to join with some 288 Association of Display Men will be the most 
must be sold on new standards. They must be other publications which are reproducing Old Glory ° ‘ ; 

inced of their patriotic duty to accept sub- ©” the cover of the issue current on July 4. Inci- important one ever held in the 45-year history 
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arel lines to scone ae oods. Display must group of 1.200 displays for leading stores, featuring in complete detail in the July 15 issue of DIS- 
Pp g . the flag covers of these publications, to be released pray WORLD—a factual account for the 


take an active part in such a program. People jj, time for display over the Fourth. It is ‘ ‘ 
believe what they see and distrust much of io the ts 7 all dees flags fluttering ame benefit of those who made the trip to St. Louis 
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It's Doolittle’s bombing of Tokio. It’s the shipyard 
workers winning the Navy “E”. Designers breath- 
ing glamour into L-85 dresses. The shop windows 


of America selling War Bonds by the million. 


It's the jokes we make while we save tin cans and 
give up gas. The way we invent new materials and 
tools to replace those drafted for the duration. 
It's that we’re-all-in-this-together spirit which has 
always prompted Williams to help you conserve 
what you have while developing new display de- 


signs and trends. 


Now... it’s the presentation we have prepared 
for your inspiration . . . new Mary Brosnan Studio 
Mannequins, Cyrille Steiner Fixtures, and hundreds 


of other dramatic ideas for guiding America along 





) new paths of rational buying. Our job, as always, 
isto help you do yours better. 

§, 

iy . 
Display Men of America, we salute your far-sighted 

= approach to our wartime problems. At the close of 
your splendid convention we hope you will make it 
a point to drop in at our New York Show Rooms. 
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SOLE DISTRIBUTORS OF MARY BROSNAN STUDIO MANNEQUINS + CYRILLE STEINER FIXTURES 


198 SEVENTH AVENUE, NEW YORK 


MEMBER OF NATIONAL ASSOCIATION OF DISPLAY INDUSTRIES 






FOR VICTORY — BUY ,WAR BONDS 
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THE MAN IN OVERALLS 


Today he is doing a vitally important job 
in many lines on the home front. Our 
man, whether in overalls or dress suit, 
can do an equally important job on your 
store front. Let him start now on that 
three shift, seven day week job of selling 
your merchandise. 


MANNEQUINS 


C. BARRANGO & CO. 


SAN FRANCISCO, CALIF. 





Authorized Distributors 
B. A. Jacobs, 122 East Seventh St., Los Angeles, Calif. Crystal Fixture Co., 226 South Wabash Ave., Chicago, Ill. 
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fake such speakers as Secretary of the 
Treasury Morgenthau, Major Benjamin 
Namm and Frank M. Mayfield, add 700 dis- 
playmen and some 2,500 retailers, throw in 
the outstanding exhibits of some of the na- 
tion's top display firms, add the spectacle 
of an entire city inaugurating in its retail 
windows the first presentation of the Vic- 
tory Display campaign, mix in a perform- 
ance of “Hit the Deck,’ a river steamer 
cruise, and a banquet, dance and floor show 
—and there you have a faint idea of what 
the forty-fifth annual convention of the 
International Association of Display Men 
will be like. 

Starting with the first registration on 
Sunday, June 28, at the Hotel Jefferson, St. 
Louis, and running right through Thursday, 
July 2, we can promise you a convention the 
like of which you have never seen before. 
It will be a convention with patriotism as its 
keynote, with emphasis on the part of retail- 
ers and displaymen in the drive for victory. 

The convention outline below almost lit- 
erally sprang up over night, yet in spite of 
that fact it presents a series of educational 
and entertainment features hard to surpass 
anywhere. We believe it speaks for itself: 

SUNDAY, JUNE 28 

9:00 A. M.—Registration, lobby floor. 

1:00 P. M.—Display exposition, manutfactur- 
ers’ exhibits; open to public. 

6 :30-8 :00 P. M.—Cocktail party, Continental 
room, 

MONDAY, JUNE 29 

900-10 :00 A. M.—Opening session, Gold 
room. 

Greeting—J. B. McCann, president, I. A. 
D. M. 

Invocation—Major Henry D. Koon, chap- 
lain, Jefferson Barracks. 

Welcome to St. Louis—Mayor Dee Becker. 

Introductions. 

\ward of Attendance Prizes—Otto Lasche, 
convention director. 

10:00 A. M.-12:00 Noon—Visit exhibits of 
display manutacturers. 

12:30 P. M.—Retailers for Victory Midwest 
“Billion We Must” luncheon launching 
Retailers for Victory Billion Dollar July 
War Bond and Stamp Campaign—Gold 
room. “Billion We Must” Rally. “Buil- 
lion We Must” Luncheon: 

Honorary Chairmen—Branch Rickey, Mis- 
sourt State War Bond and Stamp chair- 
man; Honorable William Dee Becker, 
mayor, 


hairman—Thomas N. Dysart, president, 
St. Louis Chamber of Commerce and St. 
Louis Chairman War Bond and Stamp 
Committee. 

Presentation—"St. Louis Speaks,” a voice 
and stage presentation of “War Can 
Happen Here.” 

Bert Johnston, Kroger Grocery & Bak- 
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or Victory Convention 


By JOHN L. KING, Managing Director, 


International Association of Display Men, Washington 


ing Company, presents the Victory Dis- 
play Committee Plan and unveils the 
first five window displays of this com- 
mittee’s work. 
Speakers—Chairman Thomas N. 
introduces guests at head table: 

Major Benjamin H. Namm, National 
Chairman, Retail Advisory Committee, 
speaks on retailers’ July “Billion We 
Must” goal. 

G. R. Schaeffer, Marshall Field & Co., 
chairman “Retailers for Victory July 
Campaign.” 

Branch Rickey, Missouri State War 
Bond and Stamp Chairman. 

F. Edward Pulte, Jr., Chief of Retail 
Stores Division, U. S. Treasury Depart- 
ment. 

Honorable Henry Morgenthau, Sec- 
retary of the Treasury, principal speaker. 


Dysart 


3:00-6:00 P. M.—Visit exhibits of display 


manutacturers. 





8:45 P. M.—St. Louis Municipal Opera. All 
convention delegates will be the guests 
of the Associated Retailers of St. Louis 
at a performance of the great Forest 
Park Municipal Opera, featuring the 
musical comedy, “Hit the Deck,” by 
Vincent Youmans. 


TUESDAY, JUNE 30 
8:30 A. M.—Breakfast for display manufac- 
turers, Continental room. 
9:00 A. M.—Registration, lobby floor. 
10:30 A. M.—Morning session, Gold room. 
“Display on the Spot’—Frank Mayfield, 
president, National Retailers Dry Goods 
\ssociation; president, Associated Re- 
tailers of St. Louis; president, Scruggs, 
Vandervoort & Barney, Inc. 
11:00 A. M.—Visit manufacturers’ exhibits. 
12:00 Noon Luncheon. Chairman John 
Jacobs, Radio Station KMOX, will in 
troduce the following speakers: 
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—''Take a good dose of this for your old Uncle; it'll do us both good!""— 














Ingraham Boyd, Sr., Boyd Clothing 
Company, St. Louis. 

Leslie Lear, director of the Washing- 
ton Display For Victory office, who will 
give a detailed talk on the Victory 
Display program and its activities to 
date. 

Carl V. Haecker, assistant sales pro- 
motion manager, W. T. Grant & Co.; 
chairman of the Chain Store Division 
of the Victory Display Committee. 

Frank Isbey, state chairman, Michi- 
gan War Stamp and Bond Committee. 

Awarding Attendance Prizes—Otto Lasche, 
convention director. 

3:00 P. M.—One-hour round table discus- 
sion — George Westerman, Common- 
wealth Southern Corporation, Utility 
Victory Display Committee Chairman. 

One-hour round table discussion—Leslie 
S. Janes, national display director, 
Sears, Roebuck & Co., Victory Display 
Committee National Chairman. 

9:00 P. M.—Moonlight cruise on the pala- 
tial air-cooled streamlined S.S. Admiral. 
Delegates will be guests of Korrect- 
Way Display Products Company, St. 
Louis. Sailing and dancing treat deluxe. 
Ballroom air-cooled — accommodates 

2,000 dancing couples—sailing time 9 :00 


P. M. 


WEDNESDAY, JULY 1 

9:00 A. M.—Registration, lobby floor. 

10:00 A. M.—Morning session—view manu- 
facturers’ exhibits. 

One-hour round table discussion — Trow- 
bridge Stanley, president, L. A. Darling 
Company, chairman, Manufacturers Vic- 
tory Display Committee. 

One-hour round table discussion—Carl V. 
Haecker. 

12:00 Noon—Luncheon. John Jacobs, Radio 
Station KMOX, will introduce the fol- 
lowing speakers: 

Frank Mayfield. 

A. M. Mendle, president, American 
Fixture & Manufacturing Company, will 
talk on display manufacturers’ part in 
the Victory program. 
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William Snaith, industrial designer 
with Raymond Loewy, will speak on 
store planning. 

Mrs. Hortense Odlum, chairman of the 
Board of Directors, Bonwit Teller’s, 
New York City. 

2:00 P. M—I. A. D. M. Business Session. 
Report of managing director. 
Election of officers. 
3:00 P. M.—View manufacturers’ exhibits. 
7:30 P. M.—Banquet, floor show and danc- 
ing, Gold room. 
Photo Contest awards. 


THURSDAY, JULY 2 

Delegates to the convention are urged to 
spend the entire day at the display exposi- 
tion exhibits. 

All visitors should see every display for 
the newest slant on display methods and 
products under war conditions, to take home 
with them the vast experience to be gained 
by viewing these exhibits. 

With all these dignitaries on the program 
and this carefully estimated attendance, is 
it any wonder that we predict a convention 
that will shatter all past records? 

There are, however, two suggestions that 
I want to make to all those intending to 
be present at the St. Louis convention: 

First, make your air-cooled room reser- 
vation early as there are going to be three 
times as many people as have attended 
any convention in the history of the I. A. 
D. M. Second, make your train reservation 
early and don’t try to fly because plane 
flights can be cancelled at any time where 
military preference is required. 

As a further indication of the speedy 
events of recent weeks, it was necessary 
to re-allocate $3,750 worth of exhibit space 
in the main ballroom of the Hotel Jefferson 
due to a request from F. E. Pulte, Jr., Chief, 
Retail Stores Division, Defense Savings 
Staff, Treasury Department. This request 
was made in order that there would be a 
large enough space available to accommo- 
date the greatly increased attendance ex- 
pected on the opening day of our Victory 
Display convention. Pulte estimates that 











—Frank M. Mayfield, president of: National 
Retail Dry Goods Association; Associated Retail- 
ers of St. Louis; Scruggs, Vandervoort & Barney— 


the number of retailers alone attending this 
convention will be 2,500. 

Before this large scale re-allocation of 
exhibit space there was plenty of room avail- 
able but since then, and with the increased 
exhibit space sales in the last few days, I 
will be greatly surprised if we do not expe- 
rience a complete sell-out this year. In 
a recent letter from the Treasury Depart- 
ment we have been absolutely given the 
green light; in other words, complete ap- 
proval of our efforts to make this conven- 
tion the best of all time. 

The cost of registration will be $2 per 
person and this will admit them to all of 
the exhibits, includes admittance to the Sun- 
day night party, admittance to the open-air 
Municipal Opera presentation of “Hit the 
Deck” on Monday night, and the boat ride on 
the S. S. Admiral, the largest excursion 
steamer afloat, which from its appearance 
the last time I looked at it, impressed me 
as having enough aluminum in its construc- 
tion to build about 2,000 airplanes. With 
the assistance of the St. Louis Display 
Guild, the U. S. Treasury Department, and 
the Victory Display Committee, I can as- 
sure you that it is not only your duty to 


—Victory Display Committee conference at the 
U. S. Treasury, May 25. ... Left to right, Rob- 
ert J. Marimon, The Higbee Company, Cleve- 
land; Robert A. Atchison, assistant chief, Re- 
tail Stores Division, War Savings Staff of the 
Treasury; Leigh Metcalfe, publications editor, 
National Cash Register Company, Dayton; G. 
Ray Schaeffer, Marshall Field & Co., Chicago; 
Sydney D. Mahan, director of promotion and 
advertising, War Savings Staff of the Treas- 
ury; Major Benjamin H. Namm, chairman, Re- 
tail Stores Committee of the Treasury; Harold 
Graves, assistant to the Secretary of the 
Treasury; Alan A. Wells, advertising director, 
Kaufmann Department Stores, Pittsburgh; F. 
Edward Pulte, Jr., chief, Retail Stores Division, 
War Savings Staff of the Treasury; Bert Saro- 
zen, advertising director, The Hecht Company, 
Washington; Rolf J. Shockey, Eastern manager, 
Meyer Both Company, New York City; Leslie 
Lear, director, Washington office of the Victory 
Display Committee— 
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attend this convention but, if possible, bring 
representatives of your store management 
because I am sure that they also will be 
vitally interested in the program. 

I would be very much remiss in apprecia- 
tion if I did not mention the splendid work 
being carried on by the Victory Display 
Committee, under the national chairmanship 
of Leslie Janes. Everyone connected with 
the committee or its work has given un- 
stintedly of their time and efforts to make 
this Victory display drive successful. Full 
details will be waiting for you at the con- 


—Otto Lasche, Kline's, convention director— 


vention, but in the meantime the following 
list of the board of governors of the V. D. C. 
will give you an idea of the calibre of the 
men who are heart and behind this 
great movement: 

Chairman: Carl V. Haecker, display di- 
rector, W. T. Grant Company, New York 
City. 

Vice-Chairman: George W. Westerman, 
display director, Commonwealth and South- 
ern Corporation, Jackson, Mich. 

Financial Vice-Chairman: Robert Mac- 
Kenzie, president, Old King Cole, Inc., Can- 
ton, Ohio. 

Secretary: R. O. Johnson, display director, 
Commonwealth Edison Company, Chicago. 

Treasurer: Howard Oehler, display direc- 
tor, Wieboldt’s Department Stores, Chicago. 

Assistant Treasurer and Comptroller: F. 
J. Panian, merchandise auditor, Sears, Roe- 
buck & Co., Chicago. 

John T. Chord, display director, 
gomery Ward & Co., Chicago. 

Trowbridge H. Stanley, president, L. A. 
Darling Company, Bronson, Mich. 

G. Ray Schaeffer, Marshall Field & Co., 
Chicago. 

I. T. Vierheller, Garrison-Wagner Com- 
pany, St. Louis. 

Edward Richer, advertising manager, Hart 
Schaffner & Marx, Chicago. 

Irving Eldredge, display director, R. H. 
Macy & Co., New York City. 

\rthur V. Fraser, display director, Mar- 
shall Field & Co., Chicago. 

Carl Skaer, display director, McCurdy & 
Co., Rochester, N. Y. 

Bert V. Johnston, advertising manager, 
Kroger Grocery & Baking Company, Cincin- 
Nati. 

R. J. Marimon, display director, The Hig- 
bee Company, Cleveland. 

Joe Chadwick, display director, Famous- 
Barr Company, St. Louis. 

Al Bliss, president, Bliss Displays, Inc., 
New York City. 

Findley Williams, vice-president and art 
director, W. L. Stensgaard & Associates, 
Inv., Chicago. 


soul 


Mont- 
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E. J. Taylor, display director, Straw- 
bridge & Clothier, Philadelphia. 

L. S. Janes, display director, Sears, Roe- 
buck & Co., Chicago. 

While passing out praise, we should cer- 
tainly not overlook the work of the St. 


—Ray W. Parks, Leavitt's, Manchester, N. H. 
Present first vice-president of the |. A. D. M. 
and in line for the 1942-43 presidency— 


Louis Display Guild, hosts to the convention 
this year. Under the leadership of Otto 
Lasche, convention director, these men and 
women have faced every obstacle 
fully and it is entirely due to their efforts 
that such an outstanding convention is now 
assured. 

It is impossible at this date to give a 
close estimate of the actual income the I. A. 
D. M. will receive from this year’s exposi- 
tion. However, I do want to remind many 
people that all the money taken in is not 
necessarily clear profit. For example, some- 
one who didn’t know told one of our mem- 
bers that the I. A. D. M. had made $18,000 
from the Chicago convention. What this 
party meant was that the total sales of the 
last convention, plus registration, amounted 
to $18,000. The approximate cost of oper- 
ating this convention was $9,000. This left 
another $9,000 to run the association on 
throughout the year. The amount stipulated 
to do this with is $4,500, and that leaves 
another $4,500. Remember that we bought 
$5,000 worth of War Bonds last year, also. 

Display News, the association's bulletin, 
costs $135 per month to publish, or $1,620 
per year. 


success- 


Unusual traveling expenses above 


—The Hotel Jef- 
ferson, St. Louis, 
scene of the 45th 
annual l. A.D. M. 
convention— 


our budget—made necessary by Victory Dis- 
play Committee activities and dissension in 
both St. Louis and New York — have 
amounted to around $800 extra, plus the fact 
that necessary office salaries have increased 
12% per cent. 

$1,620 

Expense 800 

Increase 250 


Display News 
Traveling 
Salar¥ 


$2,670 
$4,500 
2,670 


Total 

Increased Expense 
$1,830 

and not 


Bank Balance after Increased Exp 
These are approximate 
checked from our records. 

Our regular account bank 
June 1 shows $2,800, and our convention ac- 
count—which can’t be counted until after 
it is all over—showed $1,200, so that the 
I. A. D. M. has $2,800 in the bank today 
that it can count on, plus the $5,000 invested 
in bonds after the Chicago convention. This 
is a long way from the imaginary $18,000 
that people who don’t know might tell us we 
have. 

These expenditures have been accounted 
for and audited by a reputable firm of certi- 
fied accountants and who 
wants to come to Washington look 
at the books any time they wish. These fig- 
ures are general, but they are close enough 
for people who don’t read the financial 
statements when we publish them. I publish 
these general figures because I feel that to 
allow statements to circulate that are not 
true is detrimental, and to contradict such 
statements just goes to show that there are 


figures 


balance as of 


public anyone 


may 


only 100 pennies in each of our dollars and 
legitimate business is not something fantas- 
tic. 

Leslie Janes has financed the operations 
of the Victory Display Committee from out- 
side contributions and with what moral sup- 
port and aid in organization the I. A. D. M. 
could give him. While the very thought that 
this committee can probably control over a 
half million defense displays to be changed 
every two weeks is gigantic, the accomplish- 
ment of this deserves extra praise for Janes 
because he has able to finance this 
project to date without crippling the I. A. 
D. M. treasury. 


been 


ee 





DISPLAY WORLD 


California Comes To Indiana 


By A. J. ROEDER 
Wm. H. Block Company, Indianapolis 


The first step in arranging the displa 
for Block’s California week with the thet 
“South of the Border,” was taken when t 
writer went on board the “Super-Chiet” 
Chicago on Saturday, February 7. I 
rived in Jane Taylor's buying office in | 
Angeles on Monday morning. 

This office gave me the layout of the ci 
and the outlying districts, so it was not dit 
cult for me to find my good friend Bob 
Bowers, of The May Company. He int: 
duced me to Carl Ahlroth, the company’s 
display manager, who then called his disp! 
staff into the office for a get-acquainted 
meeting, more than fulfilling my highest ex- 
pectations of Western hospitality. 

I can’t resist mentioning in the next 
couple of paragraphs some of the display- 
men I met in California, all of them most 
helpful. Bowers was released from his 
duties so that he could show me about the 
city. In the course of this tour I met Earl 
Wells, of C. Barrango & Co., who helped 
me make the rounds of the various stores. 
At Silverwood’s we met Glen Baugh, Blu 
Pinnell at Desmond's, Virgil Andrews at 
Mullen & Bluett, Sid Gorman at The May 
Company-Wilshire, Raymond Dexter at Bul- 
lock’s-Wilshire, and at Saks-Fifth Avenue 
we met John Voloso, a former associate 
of the writer at Saks-Fifth Avenue in New 
York City. 

Due to the many things to cover in prep- 
aration for the displays, and the research 
necessary, I found it impossible to visit 
several of the fine stores in Los Angeles 
and Hollywood. But I do want to say here 
that all the displaymen in that community 
are doing a swell job in display. I found 
this equally true on my quick trip to San 
Francisco, and I have no words to express 
my appreciation to all of those cooperative 
men who enabled me to secure the proper 
material and ideas for presenting our 
“South of the Border” promotion to Indian- 
apolis upon my return home. 

Every report of this promotion has been 
gratifying to us in our efforts to put it over. 
The effort was store-wide, and a battery of 
sixty-seven exterior displays greeted the 
public as they approached Block's. The win- 
dows drew crowds hourly with their rich 
tropical settings, in which the sagebrush 
green, Indian paintbrush red and_ citrus 
yellow color tones predominated. Against 
these appealing colorings, the California 
casual clothes appeared at their best in a 
completely sun-land setting. As the photo- 
graphs of these windows indicate, the lets- 
urely life of Mexican and Latin-American 
peoples was dramatized in scenic displays 
and mural backgrounds. Such typical folt 
age native to these Southern scenes as yucca 
trees, cactus, sage and palm were combined 


—Sixty-seven exterior displays were used by 

Roeder for Block's "South of the Border’ pro- 

motion. Background panels were of typical 
scenes of the West and Latin-America— 
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7" lush tropical flowers to make up a 
backdrop of brilliance throughout the sixty- 
seven exterior displays and the interiors of 
the fashion floors. 

he new and complete California markets 
of simple, wearable, imaginative clothes for 
men, women, and children provided us with 
a wonderful array of merchandise. Our 
buying staff, on their visit to those markets, 
secured the most dramatic and appealing 
group of sun-leisure clothes ever brought 


to Indiana. They were portrayed in the 
third, second and street floor displays to 
eye-arresting advantage. The men’s shops 


displayed masculine leisure apparel from 
California, and stressed its eminent suit- 
ability for the Indiana scene. In the women’s 
fashion shops were highlighted all the glam- 
orous color and charm of California sun 
togs. Originations of Violet Tatum of Cali- 
fornia were noteworthy, and Adrian of 
Hollywood creations received an enthusias- 
tic response from Indianapolis women. In 
the art department, ceramics and _ figure- 
pieces of California designers were spot- 
lighted in interesting displays. The street 
floor accessories shops were a blaze of color, 
and the imaginative jewelry especially thrill- 
ing to feminine shoppers. 

Our elevator hostesses, whose eood looks 
have always received the merited admiration 
of our patrons, showed their beauty to fasci- 
nating advantage in Latin American fiesta 
costumes during the time of this promotion. 
They helped carry out the “Good Neighbor” 
note of welcome as our customers entered 
the store. 

The menus in our Terrace room, a dis- 
tinguished restaurant which is noted for its 
attractively served and delicious cuisine, 
followed through on the “South of the Bor- 
der” motif, and special menus were planned 
to accent the “Good Neighbor” theme. 

The photographs indicate the display 
treatment. Backgrounds were kept bright 
and gay. They ranged from panels showing 
a bull fight to paintings of typical Western 
scenes. The interior treatment is pictured 
in the final photograph on this page. 

One display should be mentioned in more 
detail, however. This was a window in 
which a specially sculptured mannequin in 
the likeness of President Roosevelt was 
shown seated behind a desk. At each side 
stood the American flag, with flags of the 
Latin-American republics on the back- 
ground. The desk used was an exact replica 
of the one used by the president. It held a 
marine clock, humidor, and other desk fix- 
tures which were also exact duplicates of 
those the president uses. 

From a standpoint of increased interest in 
California clothes and merchandise, this 
promotion was indeed highly successful; 
pictorially, it was one of the most enjoyable 
features it has been our pleasure to perform. 

We all felt proud of the individual and 
collective brilliance this California week 
“South of the Border” event achieved, and 
know from the many comments received that 
it was a very memorable feature of this 
most eventful year! 


—Accessories were uniformly displayed on 
slanting racks of bamboo, as pictured here. 
... The large painting for the corner window 
shows up well in the second illustration, while 
the interior treatment is shown by the last 
photograph on this page— 
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geles Vacation 


Window 
son brought to 
three principal 
hats, and vacation at home. 
looked upon with new meaning in the dis- 

Only recreational facilities “within 
rubber distance” from Angeles 
Even these playtime hours 


displays which the current sea- 
Southern California told 
cotton, straw 
Vacations were 


stories: war 


plays. 
easy Los 
were promoted. 
were given a purpose other than pleasure— 
that of keeping 100 per cent healthy and 
thus adding every f energy to the 
job of winning the war. 

Barker Brothers had a corner window ex- 
plaining how to make the most of your ter- 
race and patio. The Broadway had a series 
entitled “Make every Weekend a Vacation.” 


ounce ol 





By HERB CROSS 
"Dick" Whittington, Los Angeles 


The ideal victory vacation, Bullock’s said, 
i your yard, where “We'll take 

garden, play, knit, entertain, and 
gossip.” Bullock’s had sixteen mannequins 
playing badminton to promote this theme. 
The May Company had a “Fun in the Sun” 
series with a cellophane sun and sunbeams 
attached to the window glass, with cotton 
merchandise the featured item. Cotton and 
seersucker were the materials of which the 
Des- 


is in own 


siestas, 


majority of vacation togs were made. 
mond’s had a very interesting window fea- 
turing seersucker. The mannequins were 
attired in “Peanut Stripes,” and in the 
window was a cut-out peanut vendor with 
his cart, with peanuts spread evenly over 
the entire window floor. 
It was “Time for Cool 
mond’s-Wilshire, during 


Heads” at Des- 


Straw Hat week. 


Themes 


Straws, meshes, panamas and braids f 
Latin America—‘Cool as a Drink fron 
Well’—were presented at Harris & Frank, 
The May Company had an amusing straw 
hat window with a calendar background. 
The head and arms of a mannequin tips: 
his hat to the shoppers as they passed 
The mannequin appeared through a | 
torn in the calendar at May 13th, the begin 
ning of the straw hat here. 1 
window foreground was with add 
tional hat styles. 

The Desmond’s-Wilshire straw hat series 
illustrated in the first photograph was en- 
titled “Time for Cool Heads.” This was a 
group of windows in which the’ word 
“Straws” was spelled out in large bamboo 
letters, one in each window. The 
ground was made of palm leaves and a cut- 


season 


filled 


back- 


out sun with its smiling countenance facing 
the shoppers. This sun was wearing Uncle 
Sam’s hat, also made of straw. 

Display Manager Marc Kelly, at Harris & 
Frank, devoted half of his window space to 
straws “Cool as a drink from a well.” A 
wishing well and pump made of wood and 
plaster of Paris carried out the theme, as 
shown here. 

An integral part of the Los Angeles straw 
hat promotions was the job done by J. 
Brewer, of Bullock’s. “Dobbs players” were 
featured in a window display melodrama 
called “Strawtime.” The window card which 
described this showing was especially clever, 
done in the old-fashioned “play bill” tech- 
nique. The display had a barnyard back- 
ground and a bale of straw in the fore- 
ground. At one was a ticket booth 
where a cut-out barker sold tickets for the 


side 


—This display at the upper left is from Des- 
mond's, featuring straws... . Above, by Marc 
Kelly, Harris & Frank... . Left, by J. Brewer, 
Bullock's. . . . (All photographs by courtesy 
of "Dick'' Whittington, Los Angeles) — 
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—The first two displays on this page are by 
Harvey Pettit, J. W. Robinson Company... . 
Below, by Carl Ahlroth, The May Company— 


“drammer.” Dobbs hats for the “Suntanned 
Country Gentleman” made up the featured 
merchandise. 


The first window illustrated on_ this 
page is by Harvey Pettit, of J. W. Robinson 
Company. It is from a series of showings 
which featured “Berry Basket Colors.” At- 
tached to the background and _ projecting 
into the display was a box of plaster of 
Paris strawberries complete down to the 
tiny fuzz on fruit and leaves. The straw- 
berry colors on the mannequins added a 
rich, rosy glow to the summer fashion pic- 
ture. Pettit also presented an unusual 
series of vacation-time windows for the sun, 
sand, and sea. The background in the win- 
dows was particularly unusual. Wavy strips 
of maline in pastels, overlapping one an- 
other, made a billowing mass of color. In 
a corner window the maline simulated an 





ocean with plenty of marine life in view. 
Vacation at the sea was the theme of the 
showing. Mannequins stood attired in beach- 
wear within plaster of Paris shells. A fish- 
net was suspended with a mannequin lying 
as if in a hammock within it. 

\s the apparel presented in Robinson's 
windows was styled to be “Smart twelve 
months of the year,” that left plenty of cash 
for war stamps and bonds. Consequently 
Pettit utilized two windows in promoting 
this national theme. Illustrated here is an- 
other Robinson's window which _ featured 
cotton. The background of this display had 
an oversized cotton boll protruding into the 
scene. A plaster of Paris Minute Man 
standing atop a drum of red, white, and blue 
completed the setting. 

The last window illustrated is a “Foreign 
Trade Week” promotion from The May 
Company. Display Manager Carl Ahlroth 
used Latin American posters lavishly, as 
the idea behind the window was to get the 
People interested in the activities of our 
neighboring nations. The odd, costumed man- 
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nequin was dressed in gay robes of many 
colors, and had a tiny hat perched on her 
head. The costume was shipped from South 
\merica, and was completely authentic. In 
the window foreground were paintings and 
gift items from Latin America. A telegram 
of appreciation from Washington, D. C., di- 
rected to those stores which actively pushed 
Foreign Trade week was in the foreground. 

Military weddings for June appeared in 
some windows in late May. Stuart Ray- 
mond, of The Broadway, had a marine and 
bride before an archway surrounded by 
bridesmaids radiantly lovely in traditional 
white. Raymond also had an outstanding 
Memorial day window in which paintings of 
such historic events as “Roosevelt's Conier- 
ence with Churchill,” “The attack at Pearl 
Harbor,” the “Marines at Wake,” and “Cor- 
regidor” were portrayed. Other windows 
which attracted much attention were the 
sports round-up showings at Brook's, in 
which a hunting lodge scene was depicted, 
and a Barker Brothers window in which 
“Peruvian Pallette” colors for the home were 
presented. These displays are not illustrated. 
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Promotions for this month are devoted 
Displays for Victory. Does your store sta 
behind the movement 100 per cent? Are 
doing all in your power to promote the can 
paign for Victory? Display can sway an 
tire nation, and in carrying out the Vict 


campaign, displaymen can render no greater 
patriotic service to their country. Windows 


should dramatize government appeals ar 


messages, thereby impressing upon the public 


the significance of their meaning and er: 
couraging the public to do its part. 


The following sketches are self-explanatory 


ond their execution depends only upon th 
ingenuity of the individual displayman. Th 
blackout sketch presents an opportunity + 


e 


ce) 


display all materials and necessary equipment 


for such an occasion. Number two in th 
series is the call to women in the defens 
industries. Attractive work clothes can b 
displayed in this setting. In the followin 


e 
e€ 
e 


~ 


sketch, American fashions emphasize Amer- 


ican-made apparel. Latest creations by our 


own designers should be given special show. 


ing. 
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FOR AUGUST 








Emphasis on ''V for Victory’ is here pictured 
to stimulate patriotism. The question, ‘What 
are you doing to attain it?’ might be used 





as copy. A man in uniform with two feminine 
mannequins may be grouped about this set- 


ting. 





The air raid warning sketch depicts a group 
of children at play. It is suggested that the 
stores have some form of entertainment dur- 
ing air raids to divert children and to keep 
them calm. Children's merchandise can be 
snown in this display. 


The next sketch, with apologies to Norman 
Rockwell, was adapted from the cover of the 
February 7 issue of the Saturday Evening 
Post. Norman Rockwell, our beloved human 
interest artist, has captured the spirit of the 
U. S. O. and the noble work it is doing for 
our boys in service. An interesting window 
display can be created from this cover with 
a boost to the U. S. O. as well as an oppor- 
tunity to display the latest creations. The 
magazine cover should appear with the set- 








ting. 











WHAT TO DO 
in Qn AIR RAID FOR THE SAFETY OF YOUAND YOUR CHILDREN 
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“T had no shoes and complained—until 
I met a man who had no feet,” so runs an 
ancient Arabian proverb which may perhaps 
seem irrelevant to display. Yet the under- 
lying truth of this proverb seems singularly 
applicable to the attitude taken by all to- 
wards the increasing problems confronting 
window display, particularly with the latest 
revised regulations governing the city’s 
“dimout” which is necessarily being enforced 
by the heads of the armed forces in this 
area. The real and vital opportunity win- 
dow display has in an all-out patriotic effort 
is being constantly taken advantage of with 
telling effect. And as a logical consequence 
of the window difficulties, more interest and 
importance is being given to interior display 
throughout all departments of the stores. 

This week Fifth avenue has become “The 
Avenue of Heroes” in support of the drive 
for the U. S. O. At Altman’s, Display 
Director Louis Villela did a most impres- 
sive series of windows for this occasion, one 
of which is pictured at the bottom of the 
opposite page. An enormous blow-up of the 
soldier on the poster, including the large 
cup held in his hand, made the background 
in each display. In the blow-up, the same 
coloring is maintained as appears in the 
poster. Captain Harry L. Kalusha of the 
Army Air Corps was selected for the hero 
in this setting. Aged 26 and a native of 
Little Rock, Captain Galusha was awarded 
the Distinguished Flying Cross for extraor- 
dinary heroism in an attack against Japan- 
ese naval concentrations off Bali. His 
photograph is mounted on one of the three 
banner spears used in the display; streamer 
bands of blue or red paper curled around 
each of these units. An enlarged photograph 
in each window shows the various activities 
of the U. S. O., entitled “Troops in Transit,” 
“Music,” 


“Vespers,” “Companionship,” “Rec- 
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urrent New York Windows 


By VIRGINIA ROEHL 
Virginia Roehl Studios, New York City 














reation.” A large mounted poster of the 
familiar U. S. O. design is shown in the 
foreground and each of the mannequins in 
wash dresses wears an arm band. 

As a brand new department, Macy’s re- 
cently opened a “Gift Package Canteen” on 
the fifth floor. Suggesting a shop within a 
shop, Display Director Irving Eldredge has 
used a military theme for decoration, as can 
be seen from the illustration on this page. 
Large gold-finished eagles, stars and flags 
are prominently placed throughout the set- 
ting. A map of the world outlined in gold 
braid against a very dark rich brown back- 
ground occupies one wall, with the spread 
headline “Wherever Uncle Sam _ delivers 
mail—Macy will send Gift Packages.” The 
opposite wall is lined with sepia-toned pho- 








































tographic murals of defense projects and 
active warfare. Slanting shelf units of un- 
painted wood are carried the length of these 
walls and similar units are grouped around 
the center floor columns. Two hundred gift 
packages for men and women in service are 
conveniently arranged in price groups. 
Chosen from thirty different departments, 
the packages are divided into eight classifi- 
cations . as things to eat, things for per- 
sonal grooming, general utility articles, 
things for leisure hours, luxury gifts, wear- 
ing apparel—with a price range from as 
little as 89 cents to as much as $40.77. One 
corner of the canteen is devoted to special 
gift wrappings. 

A promotion of “Sports Clothes for Go- 
ing Back to the Simple Life’ was ingeni- 
ously handled by Display Manager Joseph 
Dultz, in the full stretch of windows at 
Bloomingdale’s. (First photograph, page 15.) 
Mannequins were posed just ready for the 
pleasure of eating, this enjoyment being 
heightened by the original barbecue furni- 
ture groupings. A simulated and realistic 
ham sandwich, gargantuan in size, formed 
the top of one table which held trays of 
picnic food. A second table was finished as 
a juicy strip of lean bacon, the bacon also 
serving as inspiration for the design of an 
accompanying garden chair. A paper nap- 
kin and a large slice of a red-ripe tomato, 
centered with a scallion, formed other tables, 
while the gourmet’s appetite was even more 
whetted by the one that took the design of 
a large porterhouse steak. A slice of cu- 


—Upper right, by Ed Ballenger, new display 
director for Bonwit Teller, New York City... . 
Center, a display of Mexican jewelry by Sidney 
Ring, Saks-Fifth Avenue. ... Left, R. H. Macy's 
gift canteen for men and women in service; 
Irving Eldredge is display director. . . . (All 
photographs by courtesy of Virginia Roehl 
Studios, New York City)— 
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—Right, by Joseph Dultz, Bloomingdale's; the 
borbecue furniture is made of imitation strips 
of bacon, ham, steak, cucumber, onions, 
olives, etc. . . . Center, by A. Haverback, 
Oppenheim Collins, Brooklyn. . . . Below, by 
Louis Villela, B. Altman's, for the U. S. O. 


campaign— 


cumber, onion, half of a stuffed olive, cap 
for a bottle of ale—this with a pretzel back 
and other such picnic items—made engaging 
stools. The backwall was painted with blue 
and white floating clouds which shaded into 


the meadows where Ferdinand and his like oa } 
f / 


were grazing or gazing at the flowers. 


‘ x GU - | 
a 
tip 
“The Daisy Look—the sunniness of Daisy ; i 
Yellow —the freshness of Daisy White — £ 
somehow just hits the spot this particular : 7 
summer” made the card copy for a nostalgic 
- ee ~ 


series of Fifth avenue windows at Bonwit 
Teller’s. A number of the mannequins took 


wicker basket filled with white cotton bat- 
ting, a large artificial branch of the cotton 
plant with large green paper leaves appear- 
ing on the curve of the cutout to the right 
“Mexican Silver Treasures hand wrought 
with painstaking old world craftsmanship” 
was the card copy in six windows at Saks 
Fifth Avenue. In each window, one of 
which is shown on page 14, a table served as 


and 
un- 
1ese 
und 
cift 

are 
ups. 
nts, 
sifi- 
per- 
cles, 
ear- 


an elevated base for a large cube which was 
covered in bright blue duvetyn—the silver 
jewelry showing with excellent contrast 
against the blue. Individual groupings from 
the most important silversmiths of Mexico 
were thus arranged by Display Director 
Sidney Ring. Necklaces, earrings, bracelets, 
brooches, clips and such designed by Sprat 
ling, Borda, Sanborn, and Los Castillos 
made up the collection, a mannequin perched 
on the top of the unit illustrating how the 


most simple costume could be dressed up 
1 as 


One 
cial 


by these unusual accessory pieces. An orig- 
inal painting by Doris Rosenthal was shown 
in each window, the easel in several being 


used as a display fixture for other pieces of 
Go- 


reni- 
seph 


jewelry. 


their leisure in comfortably reclining poses 
in the daisy field depicted by Display Direc- 
tor Ed Ballenger. (Upper right, page 14.) 
The slightly sloping panel making the floor 
of the window was covered with a grass 
rug which was freely sprinkled with the 
country daisies. A touch of the daisy yellow 
. aa used on the eyelids of the mannequins gave 
ope an interesting effect. The white and yellow 

fashions appeared in spectator dresses, eve- 


the 
eing 
irni- 
listic 
rmed 


also 
f an ning gowns, beachwear, hostess robes, pa- 
} a . . - 

Jamas, shetland coats and many pairs of yel- 


nap- 1 
ow shoes were shown. 


nato, 
ibles, A stretch of interestingly designed win- 
more dows was used by Display Manager A. 
f Haverback at Oppenheim Collins, Brooklyn, 

in observing National Cotton week. (Second 

photograph on this page.) Wide knotty pine 

planks, stained light green and placed di- 

rectly back of the window glass showed a 

center cutout following the design of a nat- 

ural cotton boll. The backwall was dry- 

brushed in white on very light blue. Two 

junior mannequins wearing “pique pretties” 

were posed on a walkway of green shavings. 

To the left of the display was placed a large 
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Jenny's Believes In Novelty 


In a city well known for the high qu 
of its displays, the windows of Jenny’ 
outstanding. The displays created by 
sell Kehrt for the Cincinnati specialty 
come in for praise from customers and 
low displaymen alike because of their f1 
ness, novelty, and the painstaking detail 
which they are carried out. 

The use of novelty in all the store’s 
ations has characterized Jenny's fron 
opening a few years ago. Novel ad la) 
and copy, novel windows, the constant broad- 
casting of soft music throughout the store. 
the doors operated by electric “eyes,” the 





invisible glass in the large central display 
window—all have contributed to the impres- 
sion of a specialty shop that is a step ahead 
of the latest trend. 

Kehrt's part in this program has not been 
light. His displays are planned weeks and 
months ahead, and he insists on originating 
and building most of the properties that go 
into the displays. Regardless of the sub- 
ject, he contrives to get color, freshness 
and selling effort into every display. 

As for the first display pictured here, that 
ot the “shoe shine parlor,’ Kehrt admits to 
having thought of the idea off and on for 
the past three years. The figure of the boot- 
black was obtained from a display firm. The 
chairs were an old set, painted in pale blue 
and having satin-covered seats. The stands 
supporting the feet of the mannequins and 
the other slippers were of wood having a 
twisted effect. These stands were painted 
to match the chairs. Kehrt tried to get ac- 
tual shoe shine stands but was unable to do 
so because of the priorities on metals. The 





window produced an excellent response, the 
shoe department practically doubling _ its 
sales while the display was on view. 





The next window was entitled “Spring 
Tonic,” with its setting taking the form oi! 
a doctor’s reception room and consultation 
room. The door leading to the latter divi- 
sion of the window bore the words “Dr. 
Jenny,” while on the wall hung a diploma 
made out to the same mythical doctor. The 
doctor was shown prescribing a new hat tor 
the “patient,” while in a fur-encircled waste- 
basket at the right were several felt hats: 
the wastebasket bore a neat label: “Last 
vear’s hats.” In five large glass jugs of the 
water-cooler variety were “specimens” ot 
the latest millinery. Considerable trouble 
was found in getting these bottles and hav- 
ing the bottoms cut out in order to insert 
the hats. The glass company would not 
guarantee the cutting job, and, as a matter 
of fact, three bottles were broken during 
the work. The hats inside the bottles rested 
on maline, which disguised the fact that the 
bottles had no bottom and served to “soften” 
the display. 


The next display was called “Caught in 
the Web of American Fashion.” The web 
was made of 1/l6-inch galvanized wire; tt 
was first made on a temporary frame and 
fastened to the ceiling and floor. The web 
had to be very sturdy in order to support 
the mannequin. 
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VICTORY 
DISPLAY 
MATERIALS 


Just the items you need to 

“spruce up’ your Victory 

Displays! Smashing Photo 

Murals with subjects that 

really strike home. Red, white 

and blue valances, papers, 

paneling, bandings, and yes, 

even red, white and blue 

Fluted Panels. All of these 

and more are fully described 

in the new Greggory Fall 

and Victory Display catalog. 
for 
Oot 
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inted 
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Complete Information on the Latest Display 
fpr Developments is Contained in this Handy 
ation 24-Page Booklet 


divi- 


ring 


“Dr. The new Greggory Fall booklet is now ready for you. It contains 
loma 


The 
it tor 


aste- ° P ° ° —e : 
“tt Also contained in this handy booklet is a complete description of a beauti- 


“Last ful line of authentic Photo Murals, the brand new 44-ply Curvo, Curvo 
f the Wallboard, Flexit, Flexo-Board, Leatherettes, Papers, Valances and a host 
7 of of other items to make your displays complete. 


ideas on how to use the newest materials, and suggestions in 
sketch form giving you a few display “hints.” 
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The Largest Exclusive Display Material Laminators, Processors & Manufacturers 
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SeecREGGORY, Inc. e CHICAGO 
~~ 2929 So. Wabash Ave. 
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Flags,''Fripperies and Fun 


By KENDALL HULL 
Fred Kuehn & Co., Chicago 


Here it is June and we're not goin 
talk about brides ... not that the mar 
market isn’t on the boom, but so many « 
exciting things are happening in show 
dows that we've decided to leave the 
and orange blossoms to tradition an 
all out for flags and fripperies and fun. 
season has let down its hair, so to gs] 
and the picnic mood has spread itself « 
the Chicago landscape with a nice comfort- 
able gesture despite the lowering clouds and 
the distant rumble of war. 

White doves over the marbelized fountain 
at Goldberg’s gives a happy lift to the out- 
lving store's window by Fred Johnson. As 
the illustration reveals, this is a pretty and 
peaceful garden with a grassy matting on 
the floor, flagstone walks, a bird bath, bench, 
and box-hedge borders. And for reality, the 
bronze duck surmounting the fount spouts a 
steady stream of H2O. Eleven laughing 
ladies are attractively done up in flowers 
and checks and polka dots—practical yet 
dressy trocks for afternoon hours. 

One of the most eye-catching displays 
along State street is Display Director Sam 
Blum’s Gingham Kitchen window, which has 
been focusing attention on The Fair.  For- 
malized back panel pieces with rounded 
edges move toward the center to form a 
squared arch, topped by a pleated, checked 
gingham valance. And set against the back 
wall is an old-fashioned cook-stove painted 
white and glorified with designs of holly- 
hocks and trailing vines. 

Teakettles, colored glass goblets, flower 
pots and gew-gaws are perched here and 
there about the range and a pair of white 
chanticleers are painted on the back wall 
above the title, “the Gingham Kitchen.” 
Three cozy gingham-skirted tables set for 
snack-time, illuminated by gingham shaded 
lamps, are matched by the frocks of two ot 
the trio of young women who people the set. 
There are little white iron chairs of simple 
design and a down-front poster bearing the 
caption: “No Rationing of Fun Near Home.” 
The display is pictured here. 

A powerful appeal for the U. S. O. is 
made in a down-to-earth set created by Les 
Barotsky, of Morris B. Sachs, as shown 
here. With the aid of some effective dry 
brush work, a composition brick sidewalk, 
and a realistic lamp post, a very striking 
night street scene has been worked out—the 
name on the sign, of course, reading “Lone- 
some Street.” The posters, carrying through 
with the U. S. O. slogan, read “Keep Him 
Off Lonesome Street.” ... “You help some- 
one you know when you help the U. S. 0.” 
and “Help Make the Boys Feel at Home 

[Continued on page 36] 


—Upper illustration, by Fred Jornson, Gold- 
berg's. . . . Center, by Sam Blum, The Fair, 
whose displays are adding new vigor to Chi- 
cago's State street... . Left, by Les Barofsky, 
Morris B. Sachs. . . . (All photographs by 
courtesy of Fred Kuehn & Co.)— 
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Famous 


This is the third year in succession that 
we have invited a group of famous Argen- 
tine artists to create window displays for us 
on the occasion of our autumn and winter 
fashion showing in April. 

The series consists of nine 
Buenos Aires’ Calle 
window being devoted to a certain aspect 
[ fashion. We artists 
putting limits only on the 
displayed — and 


windows on 


famous Florida, each 


of feminine give the 
“carte blanche,” 
merchandise to be 
leave them plenty of lib- 


actual 

even in 

erty. 
The four photographs are typical exam- 


this we 


ples of the handling, although of course the 
black and white pictures do not do justice 
to the displays, since the choice and blend- 


ing of colors is paramount in the work of 


the artists. 

These displays arouse enormous interest 
They invariably 
publicity in the 


large crowds. 


deal of 


draw 
get a great 
local press, as well. 


and 
free 





The nine artists selected this 
among the most important Argentine paint- 
ers and sculptors. Internationally known, 
most of them have received prizes in Paris 
and the United States. 

In previous years the artists were com- 
window,” using their 
This necessitated 
dyeing, and many 
vear we selected 


year are 


missioned to “do a 
ideas throughout. 
apparel, 
“specials.” 


own 
special 
other This 
merchandise from various departments and 
the artists created designs around it. We 
feel that this of windows far sur- 
passes the previous ones in that these dis- 
plays are truly merchandising windows 
which utilize the stock we are now selling 
rather than merely creating an abstract pic- 
torial effect. 

\t the upper left hand corner is the win- 


special 


series 


—Four of the nine window displays cre- 
ated by famous Argentine artists. The set- 
tings are described in detail in the article— 


Argentine Artists 
Create Display Series 


By OLIVER BLACKLER, Advertising Manager, 
Harrod's, Ltd., Buenos Aires 


Pedro Dominguez Neira, 
artists 


dow designed by 
the most important 
He has won many 


window is an ab- 


who is one of 
with cubist tendencies. 
prizes and medals. His 
stract composition of all types of sports- 
wear worked out in brilliant colors. These 
have been cleverly combined so that no one 
color predominates. Tennis rackets, 
quet mallets, golf clubs and balls have been 
ingeniously worked into the display. 

At the upper right is a display by Horacio 
Butler, one of the younger Argentine paint- 
ers, an artist of very fine sensibility. His 
pictures have been acquired by almost all 
the official Argentine picture — galleries. 
Three panels with formal drapes in white 
flannel are set against a white background 
in this window. Green and red velvet on 
cardboard are fashioned into three con- 
ventionalized busts which form the hat- 
The floor is of a bright red woollen 


cTo- 


stands. 
material. 
[Continued on page 65] 
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Arrange N Ow ic Bkclusive Lips 
in Paper Sculpeure for Fall and Christmas 


i, 'S SOMETHING NEW waiting for you at the I. A. D. M. Convention 
_...a brilliant array of fifty Fall and Christmas displays designed in colorful, three- 
dimensional paper sculpture that’s alive with ingenuity! The Marquarde staff will 
be on harid to bid you welcome, answer your questions and tell you: now you can 
| ena now for exclusive rights! — 


IMPORTANT! If you are unable to attend the 
show, Mr. Harter will be glad to bring this ex- 
hibit to you on his tour through the principal 
cities of the Middle West. Wire or write today! 


eira, 
rtists 
many 
1) ab- 
orts- 


rhese 


Marquardt & Co., inc. 


75 Spring Street Display Paper Division New York. N. Y. 
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The August Fur 































































































































































1, 
ee 
fitieretittyy: 





























JUNE, 194 





Sale 


Although August ranks ’way down in n 
place in sales volume compared to the 
of the months, one department actually . 
16.5 per cent of its total yearly vol 
during this month. That department is 
course, furs—in spite of the shopping hai 
cap of August weather and despite 
illogic of buying cold weather apparel d 
ing the year’s hottest month. 

Logical or not, the August fur sale js 
apparently with the retailer and the shop 
to stay. No one seems very positive about 
how successful this year’s sales will be, 
because of the heavy government tax, war 
conditions, and so on. But one prediction is 
sure: that when the usual time rolls around 
for August fur sale windows, they will be 
on hand as usual. 

There will probably not be as much em- 
phasis on glamour as usual; instead, value 
and wearing quality will surely be stressed, 
backed up by fashion and style appeal. The 
patriotic necessity for getting all the wear 
possible out of any garment is an easy 
theme to follow, and is one which will un- 
doubtedly be used consistently this year. 

This line of approach was followed last 
year by George Bengel, Jr.. The Parsons- 
Souders Company, Clarksburg, W. Va., in 
a display built around the theme: “Furs ... 
a long-time investment in beauty.” The 
sales message was in relief cut-out letters 
appliqued in place on a slab of wood in the 
foreground. The background panel was a 
blow-up of a snow-covered forest. The 
single mannequin was seated on a stump. 

Live minks in a display designed by Fred 
Wassall, Walker Brothers, drew the interest 
of many shoppers in Wichita. The _ back- 
ground was done in blue, with a suggestion 
of rocks in the distance. The cages had 
to be removable to permit taking the minks 
out every night; hence the “rock” part of 
their cages was made in sections to fit 
easily and quickly in place. These “rocks” 
were made of chicken-wire covered with 
burlap and painted in natural colors. Green 
pine branches were placed squarely against 
the glass at the upper left part of the win- 
dow, and added to the effect of perspective in 
the display. The window was spotlighted in 
blue. 

A “Premiere Showing” was the form 
Louis A. Banks, The Hecht 
Company, Washington, for a fur presenta- 
tion. The window was converted into an 
excellent reproduction of a theatre front, 
complete with marquee. A radio announce! 
was posed as if interviewing two “Sophisti 
cated Ladies in Black.” Copy was carried 
on the two reproductions of theatre posters 
in the background. 


selected by 


—Emphasis is on the investment value of a 
fur coat in the first display —by George 
Bengel, Jr., Parsons-Souders Company, Clarks- 
burg, W. Va... . Live mink were used in the 
windows by Fred Wassall, Walker Brothers, 
Wichita. . . . Louis A. Banks, The Hecht Com- 
pany, Washington, created the setting for a 
"Premiere Showing” of furs— 
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THE VITAMIN GIRLS OF 1942 


Designed by JEAN SPADEA in collaboration with ELIZABETH ARDEN and TOM LEE 


The Vitamin Girls are a healthy lot. They represent the ideal woman 
of today—vital, fit and ready to take it. And they are as beautiful 
as it is possible for shop-window mannequins to be. There is no hint 
of the scrawny, the fantastic, the grotesque. They are essentially 
feminine, with supple limbs and an easy grace. They are a continua- 
tion and further development of the Spadea Mannequin line and 
technique: larger bosoms, slimmer waists, rounder hips. They are 
slightly shorter than standard-mannequin size, to emphasize their 
approximation to real women (a practical feature in view of the new 
government-regulation skirt lengths). 


This is the largest line of Spadea Mannequins ever presented. There 
are fourteen different models among them, each one an individual 
from top to toe. Five are debutantes, size 12; and seven are young 
women, size 14. There is one seated figure among them. The 
Vitamin Girls are styled by Jean Spadea in collaboration with Tom 
Lee of Bonwit Teller. Elizabeth Arden styled their make up and 
Cellostraw wigs. Price: $135.00 each. 

They will make their first public appearance on June 25th at our 
newly decorated New York Show Room. SPADEA MANNEQUINS— 
41 West 57th Street—PLaza 5-3960. 





Backgroun 


The June bug and the travel bug usually 
manage to hit Chicago along about the same 
time, to say nothing of a series of epidem- 
ics like golf, sailing, horseback riding, ten- 
nis and picnicking on the village green. So 
this seemed an ideal month for a concen- 
trated promotion of Lucien LeLong’s solid 
cologne, the handy “scent on a stick;” or 
perhaps as a better description, the solidified 
cologne that comes in a lipstick container 
so that it can be into a suitcase, 
tucked in a purse or car pocket without a 
second thought about spills or leaks or 
broken bottles. It is definitely a good old 
summer time best seller so the obvious thing 
to do was to bring it before the public eye. 
And this is how we, here at Carson’s, said 
“Use Solid Cologne.” 

I consulted the promotional manager of 
Lucien LeLong and together we planned a 
series of seven windows, each with a differ- 
ent vacation theme and all centered about 
the display of the three solid cologne scents 

-‘Balalaika,” favorite of last 
joying another seasonal run by popular re- 
introduced this year, 
For all of these 


tossed 


summer en- 


quest, and two solids 


“Whisper” and “Tailspin.” 
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By J. W. Campbell 
Carson Pirie Scott & Co., Chicago 


windows I used the same background treat- 
ment, varying sketches in pastels on canvas. 
Arrangements of solid cologne facsimiles 
(sculptured of soap to resist melting under 
the heat of the sun and spots) were promi- 
nently exhibited in each set about colorful 
posters exploiting the summer product, plus 
bottles of liquid cologne. 

First in the series was a barn dance set- 
ting, the background panorama representing 
a moonlit countryside, dotted over with hills 
and haystacks, silos, and barns and the up- 
front scenery composed of a rustic weather- 
beaten wood fence, a hayrick on a wagon 
trailing a carpet of loose strands behind it 
over the foreground. Perched atop the stack 
wagon’s axle were two white 
hens. At left, beside the gateway, was the 
wheel of an old wagon, an oil lantern, and a 
handbill announcing a barn dance. And 
down at the end of the painted pathway the 
vellow chalk lights of a barn shone forth. 


and on the 


—The principal window of the solid cologne 
promotion discussed in the article. Six others 
appear on page 32.... (All photographs by 
courtesy of Fred Kuehn & Co., Chicago)— 
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ds Made This Promotion 


Off stage moonlight flooded the window 
centing three figures, two young wom: 
modish cotton dance frocks and an atte: 
gallant in tropic linen. Starred in this 
and all the others pictured here was a 
tern of cologne containers. 

Down the street a short distance a p 
picnicker sat on a plaid blanket befo: 
section of wooden fence, cup in hand, pa: 
camp kit beside her. For further atmos 
phere a tip-tilted wagon wheel suspended by) 
three ropes and bearing copies of Mademioi- 
selle and a display of cologne packages was 
half hidden by an upshoot of paper morning 
glories. Landscaping included a sweep of 
rolling ground, a distant house and impres- 
sionistic trees and foliage in the near part 
of the picture. A small placard read: 
“Woodland Sprigs Grace Your 
Chintz Picnic Costume.” 

A similar wagon wheel theme was _ used 
in the riding girl portrait, illustrated in this 
group. Broken down fence rails formed a 
triangular motif at left, the green 
matting flourished below, and the morning 
glories grew all around. Decorative poplars 

[Continued on page 32 
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STANDARD TRAINER - 


ICTORY TRALNER 


Patterned After The 


‘ c 


bh 


Indistinguishable at a short distance from Government issue rifles. Substitute this 
for actual army rifles no longer available. 


CONSTRUCTION. Machine cut and factory built in line production. Made of 
select close grained wood. Has inserted turned barrel. Butt plate, stacking and 
sling swivels, front sight, trigger and trigger guard, are all regulation reproduc- 
tion, Equipped with genuine, Government issue leather sling straps and buckles as 
long as available supply lasts. When exhausted will be equipped, at no additional 
price, with brown web strapping, giving practically same appearance. Provided 
with solid firing pin, knob and bolt lever. 


FINISH, All metal simulated parts finished in gun metal blue, Stock is stained, 
varnished, and hand rubbed to match Springfield service rifle. 


STANDARD TRAINER - racked single (Weight App. 4 Ibs.) $6.00 ea. 


Packed 12 to a carton (Weight App. 41 Ibs.) . . $5.00 ea. per dozen 


DELUXE TRAINER WITH GENUINE BOLT ACTION 


Packed Singly (Weight App. 5/ Ibs.) . . . . %7.00 0. 
Packed 12 to a carton (Weight App. 55 Ibs.) . $6.00 ea. per dozen 
LISS DISPLAY CORP 
460 WEST 34th STREET, NEW YORK CITY 


Factory Representatives of 
PARRIS-DUNN CORP. 





” we SHOW Hem 


America is too easy-going, they said, to go to war. And if we should get in, we could never get 
organized in time to save ourselves, not to mention the British, the Russians, the Chinese, and the 


millions of freedom-loving peoples all over the world marked for murder by the Axis. 


America, they said, was too individualistic, too heterogeneous. We could never get all our rival 


groups to work together fast enough, or close enough, to win an all-out war. 
Well, Messrs. Hitler, Hirohito, and Mussolini, what do you think nowé 


What the display world of this country is doing, and planning, is just one indication of what an 


individualistic, easy-going, heterogeneous nation like America can do! 





N 
‘do THE GOVERNMENT 
G 
The display industry has pledged the facilities of its plants for war materials where possible, and for 
display helps to show America what's needed to win the war. We offer the versatility, the ingenuity, 
the know-how of beating deadlines, which have helped to put American display art among the : 
wonders of the world. We've converted our brains, we're converting our plants, and we'll convert 14 
anything else that's necessary to show the Axis and all it stands for, up and out! D/ 
De 


‘Lo THE DISPLAY MEN OF AMERICA , 


Our greetings at your Convention. Our congratulations on your brilliant plan for dramatizing the 


nation’s war program in the show windows of the country, so Americans everywhere can see whats 




















expected of them. We pledge our continued all-out cooperation in making this program one hundred 
per cent effective. And we invite you, at the close of your convention, to visif our plants and show- 
rooms, to see how, in full compliance with war restrictions, we have developed new materials and 


designs to meet your Christmas and other display requirements. 


Fortunately, though war puts a ceiling on prices and takes them off taxes, the American Display World 


need not, nor ever will know any ceiling on ideas! 


CREDO OF THE FOLLOWING FIRMS IN AMERICA'S DISPLAY WORLD: 





BLISS DISPLAY COMPANY MARQUARDT & CO. 
Window Display Promotions Paper Sculpture For Display 
460 West 34th Street, New York 75 Spring Street, New York 








BULKLEY, DUNTON & CO. MILEO MANNEQUINS 
Display Papers Division Mannequins of All Types 
295 Madison Avenue, New York 7 West 36th Street, New York 














RUTH COPELAND STUDIOS VIRGINIA ROEHL STUDIOS 
Mannequins Photography & Display Services 
133 West 23rd Street, New York 45 West 57th Street, New York 








DECORATIVE CREATION & ART FLOWER CO. SCHEUER ART METAL MFG. CO. 


Display Novelties—Artificial Flowers Designers of Modern Display Fixtures 
26 East 22nd Street, New York 307 West 38th Street, New York 
DECORATIVE PLANT CO., INC. SELECT ART FLOWER CO. 
Decoratives—Artificial Flowers Decorative Flowers—Novelties 


404 West 27th Street, New York 149 West 24th Street, New York 









DISPLAY INSTITUTE SPADEA MANNEQUINS 
For Modern Display Careers Mannequins 
3 East 44th Street, New York 41 West 57th Street, New York 



















FRANKEL DISPLAY FIXTURE CO. STROOCK DISPLAY CO. 
Mannequins—Display Fixtures Manufacturers of Window Displays 
493 Seventh Avenue, New York 500 West 52nd Street, New York 








GRENEKER STUDIOS, INC. WEL-DON ART PANELS 
Mannequins Designers of Display Panels 
250 West 54th Street, New York 155 West 46th Street. New York 















VICTOR HAIDA DISPLAYS, INC. JAS. B. WILLIAMS, INC. 
Designers, Mfrs., Creative Displays Mannequins—Display Fixtures 
149 West 24th Street, New York 498 Seventh Avenue, New York 








DAVID HAMBERGER, INC WORSINGER WINDOW PHOTOS 
Decorative Flowers—Display Novelties Window Display Photography 
115 West 3lst Street, New York 110 West 40th Street, New York 













A. LUTZ 
Baskets & Wicker Specialties 
3 West 18th Street, New York 





FOR VICTORY — BUY U. S. WAR BONDS AND STAMPS 


5 a 


28 


DISPLAY WORLD 





—Here is an excellent post 
decoration to be used in 
promoting the sale of War 
Bonds and Stamps. A large 











By De SAULT 
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—The summer months will bring many uses for a sales 
booth such as this one for dude ranch merchandise. 
The wording on the sign can be done in rope. A 
novel feature is found in the rope-suspended shelves 








1942 





cut-out silhouette of the or counters. The exterior of the booth is made up 
United States is used to to resemble small logs. The use of this booth with 
dramatize the slogan. Just other merchandise will naturally suggest itself— 
below the map is a red, 

white, and blue banner with 

white lettering taking the 

place of the white stars. 

This same decoration can 

be used in many ways 

throughout the store— 





























—A generous amount of display space is provided 

for by this booth. All four corners are made up of 

sets of shelves; the top is recessed enough to furnish 

a shelf around the lower edge of the canopy. So 

adaptable is the design that it can be used for a 

permanent setting for such departments as handbags, 
gift wares, glass, and so on— 


—Plenty of attention value is found in this 
idea for a War Bonds and Stamps sales booth. 
The enormous red, white, and blue hat of Uncle 
Sam is suspended from the ceiling to form a 
canopy over the selling space, preferably a cir- 
cular counter. The sign, cut out of wall board 
in ribbon effect, can be fastened to the invis- 
ible wires that hold the hat— 
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LING IN DISPLAY 


TO KEEP STORES SELLING 





is 







The L. A. Darling Company heartily endorses the National 





Victory Display Committee's program for pledging America’s 






thousands of store windows to sell war bonds and stamps. A 






complete line of patriotic displays manufactured of non-stra- 






tegic materials in approved Victory Display Committee 






themes, are available for your stores now. A full color bro- 






chure of patriotic units and a brand new 48-page catalog 






filled with practical display equipment are just off the press. 





Write for your copies today. 















DARLING IN WAR PRODUCTION 
To Help Win the War 


The L. A. Darling Company’s metal plant and the Midwest 
Foundry, a division of L. A. Darling Company, are both now 
on a 100% war production schedule. 




















NSN 


The Plastic Division of the L. A. Darling Company is oper- 
ating over 75% on vital war equipment, with ever-increasing 
momentum. 


Darling's many friends and customers are entitled to know 
these facts. Display equipment production and service will 
not be “as usual’! But, until the war is won, Darling's facil- 
ities and man power will be devoted to our nation’s war effort. 


Visit Darling's Display 
Booth at the |. A. D. M. 
Convention, Parlor 5, 
Second Floor, Jefferson 
Hotel, St. Louis. 
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DISPLAY — THE FRONT LINE OF MERCHANDISING 
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at’s In The Cards? 


Coming up for the card writer are two 
important events: the August Fur Sale, and 
Back-to-School promotions. It is the inten- 
tion of the cards shown here to pass along 
suggestions for illustrative treatment, rather 
combina- 
The 
that 
Fur 


and to describe color 
catch 


with 


than copy, 
hold the eye. 
writer this field 
the card which “August 
is only doing a part of its job. It is 


tions which and 


agrees most in 
simply says: 
Sale” 
just as easy to include selling with a 
clever slant, and this addition plus the basi 


irt treatment given any card is what adds 


COpy 


up to a card that accomplishes results. So 
please bear in mind, in looking at the illus 
tration, that the cards pictured are not “fin 
ished” examples, complete with sales copy 

The first, “Send them back to 
happy” is done in bold yellow on a 
The background is practically 


school 
card 
stock of red. 


covered with typical first-grader sketches 


in outline form. 
another 


done in gray 


\t the upper right is back-to- 


By RICHARD DODGE 


Cincinnati 


brown card 
bodies are outlined 
in white; their clothes are a monotone of 
brownish-gray. The patches of grass on 
they stand course in 
The school house is done in cerise and gray 


card. This is done on 


The children’s 


S¢ hool 


stock. 


which are of green. 
against a skyline and patches of clouds in 
“Back to School” is in white, like- 
is in a cerise to match 


white. 
wise, and “Supplies” 
the school. 

Getting on to the subject of August fur 
sales, we find a “splash” card on this topic 
at the lower left. It is suggested that the 
minor “splashes” be used for the sales copy. 
The card background is a deep, royal blue. 
The center of each panel is black, outlined 
in turquoise which vignettes away in a sort 
of dry-brush fashion. The wording in each 
case is in white. 

Another fur window card is at the extreme 
done in poster 
the lady 


lower right. This one is 
style, the head 


standing out against bold splashes of black 


and shoulders of 








asetl 


hee 
, ™ .™ 


in the background. The head is do: 
natural colors. “Fur Sale” is in a sha 
gray-blue, and the card has a ver) 
border stripe in the same color. 

Last, but by no means least, is the | 
seen in the upper center of the illustr 
The writer admits to going to consid 
pains with this patriotic card. Each 
of the “frame” is handled differently, 
each blending into the general effect. 
the upper panel of the frame has a 
mottled effect, fading away into plain 
at the right. The lower panel is a sti 


black, the left one gray, and the right one 
black, fading a bit at the lower part. The 
flag stands boldly in the foreground, giving 
a sense of deep perspective to the village 


scene which is painted in regular landscape 
technique in the background. The flag staff, 
rope, and right edge of the flag have the 
effect of sunlight and shadow, as they would 
naturally have in real life. The completed 
card is most impressive. 
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_DISPLAY MANNEQUINS 





your 
nric' 
cnateria! 


SEE OUR NEAREST 
REPRESENTATIVE 


BE MANNEQUIN RIGHT WITH ‘STYLE-RITE” 


MANNEQUIN DISPLAY STUDIO 


27-31 BLEECRER: SERECE NEW YORK 





‘6 oe: 


coer 


9 fart 
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BACKGROUNDS MADE THIS 

PROMOTION 
[Continued from page 24] 
stood on tip-toe reaching for the sky and 
low rounded bushes huddled together in the 
foreground of the pastel woodscape. The 
poster read: “Over the hills and away in a 
smart casual riding costume.” And _ there 
was a “Whisper” of cologne all through 
this setting. 

Still another wheel was roped into the 
western scene labeled “Wagon Wheel 
Ranch” by means of a rustic wood placard 
suspended on a pole standard. A mannequin 
in checked travel costume, her luggage be- 
side her, was silhouetted against a papier 
mache rock, a cluster of sketched pines and 
a misty mountain range. Tree stump effects 
and more pink and lavender morning glo- 
ries completed the effect. 

Solid cologne went golfing with a pretty 
outdoor mannequin, shown in a country club 
setting. Props were a white bench, a sand 
box, a bit of grass matting for a fairway 
and a paper shrub or two. On a standing 
poster was the message, “Knits for on the 
fairway—in stripes doubly so.” The whole 
was simple but very effective. 

Suggesting the practicality of cake cologne 
for the tennis court, we showed another 
mannequin, shorts togged and holding a 
racquet, standing on a flagstone terrace. 
(The stones, incidentally, were made of torn 
and daub-painted composition board.) <A 
wood-and-canvas arm chair, on which re- 
posed a casual sweater and a magazine, and 
a white refreshment table were the only 
other objects in the set besides a_ potted 
geranium plant. In the sketched background 
symmetrical cottonwoods marched like tall, 
straight soldiers about a peopled tennis 
court. Well downstage were the familiar 
cologne poster and small clusters of bottles 
and boxes. 

Sailing over the bounding blue backstretch 
in the seventh window was an impressive 
array of snowy craft topped by a canopy 
of gulls and popcorn clouds. This time the 
repeated motif of hanging white tasseled 
cords upheld a ship's wheel and a drape of 
fish net cascading to the boards of a water- 
front pier. Posts, a life-saver bearing the 
words, “Lucien LeLong,” and cellophane 
foreground grass completed this display, ex- 
cept, of course, for the swim-girl manne- 
quin in action pose. The accompanying 
poster said: “Sailing Blue Denim and a 
Striped Shirt Take You Along the Waves.” 
And once more, Mademoiselle, Lucien Le- 
Long illustrations, and a profusion of boxes 
and glistening bottles were splashed over the 
weatherbeaten boards of the dock. 

In all these windows, lighting plaved an 
important part: a handful of sunshine here, 

beam of moonlight there, or a shadow on 
a rock can work magic even on a collection 
of chalk and canvas and cardboard and 
bottles. 

Inside the store, solid cologne sales are 
skyrocketing—and that's the proof of the 
picture behind the plate glass. 


—The background treatment in all seven displays 
for the solid cologne promotion followed the 
same pattern: sketches in pastels on canvas. The 
cologne facsimiles were sculptured of soap in 
order to prevent melting under the rays of the 
sun and the heat of the spotlights— 
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MEETING 
BOARD OF GOVERNORS 


Bismarck Hotel 


Chicago Saturday, June 6 





STANDING left to right 

Robert MacKenzie, President, Old King Cole, 
Ohio; Financial Vice-Chairman 

I. T. Vierheller, Garrison-Wagner Company, St. Louis 

G. Ray Schaeffer, Marshall Field and Company, Chicago; 
National Chairman, “Retailers For Victory’’ Committee 

Trowbridge H. Stanley, President, L. A. Darling Com- 
pany, Bronson, Mich.; National Chairman, Manufac- 
turers” Participating Division 

George W. Westerman, Display Director, Commonwealth 

and Southern Corp., Jackson, Mich.; Vice-Chairman, 

Board of Governors; National Chairman, Utilities 





Inc., Canton, 


























Division. 
F. J. Panian, Merchandise Auditor, Sears, Roebuck and 
Company, Chicago; Assistant Treasurer and Comptroller 
John T. Chord, Display Director, Montgomery Ward and 
Company, Chicago. 
Joe Chadwick, Display Director, Famous-Barr Company, 
St. Louis; Missouri State Chairman 
Leslie K. Lear, Washington Office 





Director, 





SITTING left to right 


Irving C. Eldredge, Display Director, R. H. Macy Com 
pany, New York City; Chairman, New York City 
vo 

Carl Skaer, Display Director, MeCurdy and Company, 
Rochester, N. Y.; Chairman, Rochester V. D. ¢ 

Carl V. Haecker, Display Director, W. T. Grant Company, 
New York City; Chairman, Board of Governors; Na 
tional Chairman, Chain Stores Division. 

Haddon H. Sundblom, Nationally Famous Illustrator 
Member Art and Design Division. 

George Petty, Internationally Famous Artist, Member Art 
and Design Division 

Findley Williams, Vice-President, Art Director, W I 
Stensgaard and Associates, Ine.; National Chairman, 
Art and Design Division 

L. S. Janes. Director, Display and Store Planning, Sears 
Roebuck and Company, Chicago; National Chairman 
































FIRST MEETING BOARD OF GOVERNORS Victory Display Committee 


STATEMENT OF PURPOSE: The first and foremost purpose of the 
Victory Display Committee is to unite all retailers in the service of 
the United States Government in disseminating vital information for 
the duration of this emergency. 


The merchants of America stand ready to pay their full share 
of the debt that all citizens owe this country for the great privileges 
of life and liberty in a free economy. 

The Victory Display Committee under the official sanction of 
United States Government Bureaus now launches a complete plan 
projected on a national scale for opening up the display facilities of 
the nation’s retail stores for the purpose of carrying into every 
corner of the country urgent information about the war effort. This 
is an entirely voluntary offering of space, service and manpower 
contributed in the interests of public communication. 


A PROMISE OF FULFILLMENT: The American merchants know 
much about the American way of life. They helped build it. And 
now they add their full hearts to the struggle to protect and preserve 
this special kind of precious liberty that elsewhere, all over the 
globe, is threatened with extinction. This is our promise: 


Here’s the KVIDEME. .. 


That America’s retailers are making whole-hearted effort in Victory Display 





Plans is quite apparent from this photograph of Leslie K. Lear, Director of 
V. D. C.’s Washington office, looking over some of the hundreds of telegrams 


and letters of chairmanship acceptances from coast to coast. 


The Victory Display Committee, through National Chair- 
man Leslie Janes, acknowledges the splendid spirit of the 
Display field in this crisis, a spirit typified in the contribu- 
tion of this page to the V. D. C. by Jas. B. Williams, Inc.. 
world-famous display distributors, 498 Seventh Avenue, New 
York City, Ralph W. Adler, Secretary. 


* oe VICTORY DISPLAY COM 


“We, the undersigned members of the Board of Governers of 
the Victory Display Committee, do hereby solemnly pledge and 
promise our services, the services of our committee members and 
the display services of the retail industry at large to the government 
of the United States for the duration of the war. We will consider 
it our patriotic duty to know exactly, officially and formally what it 
is our government wants to tell its people and to carry these mes- 
sages to the country as convincingly and as dramatically as possible 
with all the skills at our command. At every step of the way we 
will attempt to save money, men, materials, and time in the great 
work before all of us and we will be prodigal of nothing but the 
industry and energy of the thousands who have volunteered to work 
with us. We will organize and assist local victory display com- 
mittees in every city and town in the country so that the citizens 
in the streets will know the urgency of total war and the unity and 
strength of the mighty forces being raised to win it.” 


This is our promise. This is our pledge that the promise will be 


fulfilled. 
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For Victory 
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—Various phases of the display effort in behalf of Victory are seen here. Store, Chicago. .. . Lower left, a dramatic War Bonds and Stamps display 
Upper left, Earle J. Taylor, Strawbridge & Clothier, Philadelphia, created by M. S. Swander, Younker Brothers, Des Moines, who also did the display 
this display for Russian War Relief day. . . . Center left, this interior at lower right... . Top, right, by A. Verna, John David & Co., New York. 
display of the insigne of different divisions is used by Sam Blum, The Fair ... Right center, by George Bengel, Parsons-Souders, Clarksburg, W. Vo.— 
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Since 1900 P. C. Mileo has been 
a recognized creator of manne- 
quins. You can always get a new 
slant’ on display problems in the 
Mileo studio. 


P. C. MILEO 


7 West 36th St., New York 


BETWEEN 5th AND 6th AVENUES 









Photos on request. 












ANNEQUINS by 





Mileo Mannequins are proved sales-producers! 


Beautifully constructed and beautiful to look at. 







Like old friends, you can depend on them. They'll attract 


ILEO 


the eye of the passer-by and their natural charm will add 


to the effectiveness of the garments you place on them. 


Whole- 


some in appearance—every age and every type you need. 
































Our New 


I943 


Mileo a visit 


MODELS ARE 
ON DISPLAY 


It will pay you to pay 








Two “Naturals” For Display .. . 
Win-do-dec and Win-do-board 


Win-do-dec comes in seventeen 
eye-appealing colors, including 


Win-do-board makes colorful, strong 
and sturdy displays. Available in 


harmonious colors that blend with 
practically any color scheme, Win- 
do-board comes in stock sheet size 
51” by 96”, packed 10 sheets (one 
color) per case. The handsome sur- 
face is distinctively embossed — 
excellent for silk screening. 


black. Our own special coating 
process produces pure, bright, uni- 
form colors with excellent fastness- 
to-light qualities. The surface is 
perfect for air brush, while lines on 
the back assist in cutting letters 
and numerals. In rolls or sheets 
cut to your own specifications. 


Write today for 
swatch books 
showing the full 
color selections 
of Win-do-dec 
and Win-do- 
board. 





THE AJAX BOX COMPANY, 








2210 S. 


CHICAGO, 


WIN-DO-DEC 
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FLAGS, FRIPPERIES, AND FUN 
[Continued from page 18] 


when they are Away from Home.” Befor: 
facsimile of a drug store window, a pensi 
young man in uniform leans against t 
lamp post and stares moodily out toward t 
public eye. Magazine illustrations complet: 
this patriotic set. 

Another timely display by Barofsky, « 
of a series of twelve on patriotic thenx 
is pictured on this page. It warns of t 
dangers of careless talk, and the abstra 
treatment makes it especially effective a: 
eye-catching. 

“Is this a coke date?” passersby are as 
ing as they stop to admire Display Direct 
J. R. Cooper’s charming fountainette wind 
over at Mandel Brothers. It could be, 
maybe the two-some pictured here mig 
settle for root beer or a grape phosphat 
in these take-what-you-find-where-you-fin 
it-and-be-thankful days. Or on_ thought 
number three, how about a moonlight cock 
tail? Anyway, they seem to be enjoying 
their little tete-a-tete. The high white iron 
stool has a cerise leather cushion. A chast 
cut-out back panel in the shape of a Grecian 
urn is sharply silhouetted against a convex- 
paned bow window and a center floral wall 
piece forms the only other decoration. The 
whole is spotlighted from above, throwing 
the central figures and the well-arranged 
accessories into clear prominence. 

Lolling against a bristling cactus plant 
(as only a mannequin can) is a slack-suited 
outdoor gal looking beyond the gaze of her 
companion in a window at Windmiller’s, 
located at Irving and Elston. Electric sun- 
light playing upon the effective back fence 
of tropic straw, studded in all-over pattern 
with needle-pointed palm fronds, furnishes 
dramatic chiaroscuro and white corrugated 
back panels disappear beyond the top pros- 
cenium line. Play apparel forms a stepped 
up pyramid at the left. Tacked to the base 
of the cactus plant is a large deckle-edged 
poster with the hand-lettered message: “All 
Out for Fun. . . . Slacks, Blouses, Slack 
Suits for fun in the sun.” The display, de- 
signed and executed by Display Director 
Rose, is pictured on this page. 

A “short” story, cleverly told by J. W 
Campbell, Carson, Pirie, Scott & Co., is not 
illustrated here. The theme is: “two built 
for a bicycle”... and their very complet 
sports wardrobe of athletic play clothes. The 
stage setting is a wayside fruit stand, in 





geniously concocted of composition board 
and well stocked with lemons, peaches, and 
bananas. Just behind the stall is a_ real 
and very substantial bicycle and two empty 
packing crates. That outdoor mood is given 
by a grassy plot, a bucket of fern and a bag 
of onions held by a standing mannequin 
The merchandising poster read: “Cycle in 
Shorts cleverly disguised to look like a 
shirt-skirt suit in this play suit of cham 
bray ... on your feet wear ropeez.” Neu- 
tral side drapes of roughish material solt- 
ened the set and added finish. 





—At the upper left is another patriotic dis- 
play by Les Barofsky, one of a group of twelve. 
... Center, by J. R. Cooper, Mandel Brothers. 
. . . Left, by Display Director Rose of Wind- 


miller's— 
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MADE BY 
ADLIN STUDIO 


i 


RAGIKINS” 


SIZES 2 THROUGH I4 AND JUNIOR MISS 


saerees STROOCK DISPLAY CO.nc 


500 WEST 52 STREET - NEW YORK CITY 











EASY-TO-USE PATRIOTIC DISPLAYS 


py CAREFULLY 


SC-42 SILENCE AND CONSERVATION THREE-CARD SET 
Screen processed in eight colors. Each set includes three “Two-way displays; 
one, size 2914" x 42” and two, size 1434” x 42’. complete with 40’ Column stands. 


7 - ispl h 
He —_sTwo-way displays hove shipment made immediately PRICE, SC-42 three-card set complete 
of cardboard thus show- upon receipt of your order. with stands, f. o. b. Chicago, Illinois 


ing both front and back. If wished, displays may be ordered separately. For Silence display order S42-8, $4.95 each. 
ORDER TODAY FROM For Conservation two-card set order C42-8 at $4.95 per set. All prices f. o. b. Chicago. 


. BISHOP PUBLISHING COMPANY - 155 EAST SUPERIOR STREET - CHICAGO, ILLINOIS 
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Field’s “Victory Center’ 


\s a part of the program advocated by 
the War Policy committee of Marshall Field 
& Co., Chicago, 
feet of floor 
a “Victory 
main 
One 


approximately 6,000 square 
has been given over to 
Center” exhibit which will re- 
on view the of the 
entire room on the ninth floor has been 
devoted to the Center. John T. Chord, for- 
merly interior display manager for the firm 
and now national display manager for Mont- 
Ward & Co., handled all details of 
He made all the working draw- 
the the 
scaled photographs 


space 


for duration war. 


gomery 
the 


Ings, 


exhibit. 
room, chose colors, 
and all the 
used, and planned the set-up. 
All the treated 
alike to confine and limit the spread of the 
All into the 
identified with a fluorescent light trough (as 
pictured) which threw the cut-out letters of 
into bold relief. 
Actually, there are seven entrances into the 
not the 
trances or escalator entrance. 


designed 


selected 


wall areas in room were 


display. entrances room were 


the words “Victory Center” 


room, counting five elevator 
the 
In describing the Center, Chord says: “We 


tried to functional 


en- 


as as 


keep everything 


designing the room, realizing 
that the display, in order to be of constant 
interest to the pedestrian, must change as 
often Realizing that certain 
army and navy equipment could not be se- 


possible in 


as possible. 
cured for the opening of the show, we had 
to suffice with photo blow-ups of various 
large wall mural showing the 
map of the world, and two room areas show- 


activities, a 


ing the equipment of a soldier and a sailor. 
One of these latter was a corner of an army 
barracks with a soldier standing at atten- 
tion. He displayed on a cot, a 
complete issue of clothing 
The sort of 
navy; 


wore, or 
and equipment. 
done for the 
we reproduced a section of a ship, 
sailor standing opposite his ham- 
His complete equipment laid 
out on the floor for inspection. 


same scene was 
with a 
mock. was 

“The walls of the room were covered with 
¥4-by-2-inch furring strips applied vertically 


—Four views of the ''Victory Center’ occu- 

pying an entire room on the ninth floor of 

Marshall Field & Co., Chicago. Created by 

John T. Chord, the exhibit will remain for 
the duration of the war— 


to the walls or column enclosures. 1 
gave the effect of a series of fins or a 
rugated design. We used this particu 
construction we felt it gave the 
pression of motion, particularly to the 
umns, where they resemble cogs. On 
vertical fins were fastened all manner 
photo blow-ups. In some instances, vari 
shapes were cut out and applied, whilk 
other instances, straight pictures were us 
In every case, all photographs were secured 
from the army, navy, the marine corps and 
the air corps. 
were used with their permission, and _ re- 
turned to their files after they had 
their purpose. In every instance we tried 
to limit the wall area to a certain displa 


since 


These photographs of course 


serve 


“In other words, one area was devoted 
naval pictures; another to the for 
another to the marines; one to the ari 
and on. In all we used cut-o1 
wooden letters mounted on a wire mes] 
a means of photograph identification. TT! 
was also true of the various panels whi 
projected from the six-column enclosures 

[Continued on page 60] 
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FOR DISPLAY IDEAS and MATERIALS GALORE... 
SEE YOUR LOCAL C)eck- Cra 


No longer is it necessary to order from a distant source 
your Display Material requirements. You need 

only to call upon your local Quali-Craft dis- 

tributor or S-W Store, where you will 


find a wide assortment of New Na 
Display Ideas and Materials cy 





for the 1942 Fall and 
Holiday Season. 
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LOOKING FORWARD TO 
VICTORY 


Concentrating on the job at hand so as to speed the day 
of final VICTORY—that is America’s task—that is our 


task, that is your task. 


We at RHC, and you Mr. Retailer, in our daily contacts 
with Mr. & Mrs. America, are in an excellent position 


to help build and maintain our country’s morale. 


LET’S ALL DO OUR PART 


REFLECTOR-HARDWARE CORPORATION 


GEN. OFFICES & FACTORY: WESTERN AVENUE AT 22nd PLACE, CHICAGO 
NEW YORK OFFICE: MARBRIDGE BUILDING, BROADWAY AT 34th 


METAL MERCHANDISING EQUIPMENT 
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THE DISPLAY 


KASH, Edit 


OUR PLATFORM 


The Promotion of Display. 
. More Display Cooperation by Manufacturer 
and Merchant. 
. Advancement of the Display Service Business. 
Practical Service to the Display Profession 
and Industry. 


. Greater Appreciation of Display's Power in 
Merchandising. 


. Absolute 
Columns. 


Independence of Our Editorial 


JUNE, 1942 


No. 6 
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Display Unity 
Can Be Achieved 


It matters not what line of activity is in- 
volved, the best results are never achieved 
unless there is full cooperation among the 
various factors which form an industry or 
a program. In its broadest sense, the dis- 
play field consists of two distinct groups: 
(1) The display profession; (2) the display 
industry. Each has played an important 
role in the progress and development of dis- 
American busi- 
ness, and the artistic and functional results 
that have been attained deserve great com- 


play as a potent force in 


mendation. 

These accomplishments have been won at 
times without the fullest cooperation of both 
display groups, so it can be assumed that 
marked 
these accomplishments if real unity had pre- 


even greater good would’ have 


vailed. That is why display can look with 
satisfaction on the attempt to organize the 
display industry on a national basis, this 
work now being carried on by the National 
Perhaps 
the best formula for the organization of the 


Association of Display Industries. 


trade itself has not yet been found, but much 
has been accomplished already. For in- 
stance, in New York City recently the lead- 
ing display manufacturers met on two con- 
secutive days—with a very representative 
turnout—to discuss important display activi- 
ties: something that could never have been 
accomplished before 

Bear in mind that display as a_ whole 
can never be stronger than its two com- 
ponent parts, the profession and the indus- 
try. In both are to be found talent, intelli- 
gence and vision. Each working separately 
progress, but collectively the 
greatest power and accomplishments can be 


can make 


achieved. It is the mobilization of the en- 
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tire power ot display that should ke the 
present goal of the display field, possible 
only through the closest coordination of 
the manpower in both groups. 

This need has been apparent in the organ- 
ization of the Victory Display Committee, 
where both groups are ably represented, and 
in the recent meeting of the International 
Association of Display Men executives with 
the New York display manufacturers to ar- 
range for mutual participation in future 
I. A. D. M. activities and conclaves. 

Display must withstand the shock of war 
problems and their inherent difficulties. 
Working with all of its manpower it will not 
only weather the trying conditions that may 
arise during this crisis, but at the same time 
achieve progress that will give display an 
even higher niche in business when the re- 
construction period is here after the war has 
cl c. at a complete and conclusive victory. 


Anticipate Display Needs 
As Early As Possible 

For a good many years display manufac- 
turers have been urging the retail display- 
man to “shop early” for all seasonal re- 
quirements, since such anticipation of 
needs is helpful to everyone concerned. Like- 
wise for a good many years, many display- 
men postponed their purchases until the 
last possible moment. 

Hence it seems timely now to warn the 
display profession in general that 1942 is 
one year when the long-standing warning 
of the manufacturers should be heeded. 

Many producers of display equipment and 
materials are frank to say they are worried 
over the prospects of a serious curtailment 
in shipping facilities later on. The public 
has already received a= strong intimation 
of what may come to pass in the future, 
through government statements concerning 
passenger transportation on the nation’s rail- 
roads and bus lines. Business men making 
cross-country trips by rail are becoming 
accustomed to having their crack trains 
halted on side-tracks while freight trains 
roar past on the all-important business of 
war. 

Those who are in positions to know the 
inside story say that the situation will get 
much worse before it gets better. 

It all comes down to this: 
must anticipate their requirements this year 


displaymen 


as never before. They must get their orders 
in early and be prepared to store the mate- 
rials and supplies, if necessary, until the 
time comes tor their use. 


Change Of Dates 
For Convention? 


Several manutacturers have expressed 
themselves recently as dissatisfied with the 
dates of the annual convention of the Inter- 
national Association of Display Men. 
For the past several years this conven- 
tion has been held during the last few days 
of June and the first day or so of July. 
Those who have criticized this time of year 
for the convention base their objections on 
the fact that their salesmen on the road 
with the autumn line listen day after day 
to the same statement from their displaymen 
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customers: “I won't buy now; I'll wait 
the convention and give you an order th: 

Because of the relatively early date ot 
convention it is necessary, say these ma: 
facturers, to cut the “fall” trip short an: 
turn the whole plant topsy-turvy in an 
fort to rush out a Christmas line in 1 
to have it ready for showing at the con\ 
tion itself. As a result, so they State 
number of firms have to be content 
refurbishing the Christmas items which 
best the year before and to re-exhibit t! 
at the current convention. 

Should the convention be set for, say, 
latter part of August there would be m 
more time to prepare outstanding Christ: 
lines, according to these spokesmen, the 
merchandise selling trip could be made 
more leisurely and thoroughly and do its 
share of business, and everyone would 
better off all the way around. 

It is suggested that a change in the con- 
vention dates would be a timely subject 
discussion at the St. Louis meeting. 


Importance Of This Convention 
Greater Than Ever Before 


There should be little need to urge 
America’s displaymen to attend the Inter- 
national Association of Display Men con- 
vention in St. Louis the latter part of the 
month. 

Those who attend the annual conclave in 
order to see the display equipment and ma- 
terials of dozens of manufacturers under 
one roof, who make their comparisons and 
purchases for coming seasons at this time, 
will find plenty of such merchandise on ex 
hibit. There will be a profusion of lines 
to aid their selections. 

For those who go to enjoy the entertain- 
ment features as well as for business, these 
too, have been provided in ample quantity 
and in a variety of forms. 

But this year there is a still greater rea- 
son for attendance at the convention. We 
urge that you read in detail the convention 
story on pages 5, 6, and 7 of this issue, in 
order to get the full picture of a convention 
based around the Victory Display Commit- 
tee’s plans for a nation-wide coordination 
ot display effort for the good of the country 
as a whole. Read it, see why it is neces- 
sary tor you to line up with this movement, 
and then plan to be on hand in St. Louts 
June 28-July 2 to get first-hand details ot 
display’s greatest opportunity to be of sery 
ice to its nation and to its. self. 


LeBow To Concentrate 
On New Display Line 

LeBow Advertising Company, 15 West 
37th street, New York City, has been manu 
facturing miniature  mannequits 
original posters, and displays. Now, how 
ever, the firm is introducing “Heroic [¢n- 


sembles,” which are unusual patriotic dis 


dressed 


plays said to have received exceptional ac 
ceptance from jobbers and retailers. The 
pieces are colorful, yet dignified and distin- 
guished. 

In line with national policy, LeBow .Ad- 
vertising Company will concentrate on the 
Heroic Ensembles for the duration. 
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KEEP "EM FLYING--NOW and FOREVER! 


Genuine Airplane Pro- 
peller Blades, Engi- 
neered by Freedman- 
Burnham (rejected for 
flying use because of 
slight technical imper- 
fections). Six feet from 


tip to tip. 


Each Assembly consists 
of Two Blades, Center 
Mounting Block, and 
Red, White and Blue 
"Keep ‘Em Flying" Ma- 
sonite Shield. Packed | 
set per Carton. Easily 
Assembled. Shield may 
be replaced with your 


own design and copy. 


Illustration shows one o 
many ways in which blade 
assembly can be used. 


t +4 


Per Set, Any Quantity 


F.O.B. our Plant ° 15 .0O 


Cash, C.O.D., or Approved Credit Orders Accepted 


The most timely set-piece ever 
offered. Use them anywhere 
— for every Patriotic feature. 


) CO-OPERATIVE DISPLAYS, ING. 


327-333 EAST EIGHTH STREET CINCINNATI, OHIO 


























ICTORY COLORS 


Bulkton Seamless 


Fashion forecasts the use of soft, muted pastels in men's and 
women's wear. Bulkton Seamless Victory Colors are styled 


as suitable contrasts for the coming season's vogue colors. 


SEE OUR 
EXHIBIT 
BOOTHS 40-41 
i 2. DD. MM. 
CONVENTION 
ST. LOUIS 


Victory Colors---107“ Wide 


ALASKA BLUE 

COMMANDO BLUE 

GUNPOWDER BLACK 
it HONOR GOLD 


PACIFIC GREEN 
PURSUIT GREY 
ANZAC BEIGE 
ANDES EMERALD 


ATLANTIC SAND 
VICTORY GOLD 
PANAMA AQUA 
INDIA COPPER 


Write for Victory Color Chart 


BULKLEY, DUNTON G CO. 


Display Division 


New York, N. Y.—295 Madison Ave. Chicago, Ill.—2635 South Wabash Ave. 
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mi GENERAL 
> ELECTRIC 


OF NATIONAL DISPLAYS === 


—A direct-color photograph 
of a lovely girl relaxing after 
a fencing bout features the 
display for Liebmann Brew. 
eries. The unit also urges the 
purchase of war bonds and 
stamps. Designed and pro- 
duced by the Einson-Free- 
man Company, Long Island 
City, N. Y.— 


—This newest Buxton display 
piece has a "calendar" pad 
at the top, with a new sell- 
ing message for each month 
of the year. The displayer 
holds six billfolds to show 
range of styles, leathers, and 
colors. The finish is natural 


birch— 


—The brilliance of the nat- 
ural flowers and the smile 
of the gardener in_ this 
Schaefer display are en- 
hanced by the direct-color 
photography and skillful re- 
production. Designed and 
lithographed by Einson-Free- 


moan— 


—The Mazda lamp displayer 
offers a reminder that can 
not be ignored. Seven ac- 
tual lamps are screwed into 
the display on die-cut flaps; 
these, together with the bold 
treatment, combine to catch 
the eye. Developed for the 
General Electric Company 
by Forbes Lithograph Com- 
pany, Boston— 


—A _ three-dimensional stag 
head trophy conveys a mas- 
culine touch to this display 
for Stag toiletries. The nine 
different items in the line are 
illustrated in full color. Cre- 
ated and produced by Ein- 
son-Freeman— 


—The theme of relaxation is 
adequately illustrated in the 
Krueger Brewing Company 
display, with its tidbits, beer, 
and slippers. Created and 
lithographed by Einson-Free- 


man— 


—Maximum display for min- 
imum space is achieved in 
the new counter display rack 
being distributed by Stand- 
ard Knitting Mills. The front 
is of heavy plate glass. The 
unit brings the merchandise 
out into the open for quick 
appraisal and selection by 
the shopper— 
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~ POPULAS —r THe — ig 
* PANELS « VALANCES «x EDGINGS 
* PRINTS « PLAQUES x SHIELDS 


ON DISPLAY 
WITH OUR NEW 1942 DISPLAY LEADERS 


1.A.D.M. CONVENTION - HOTEL JEFFERSON 
BOOTHS 30 & 31 ST. LOUIS 
JUNE 27 - JULY 3 
AND AT YOUR DISPLAY MATERIALS SUPPLIER 


THE Wilber Pree te CO., INC. 
LPHIA, PA. 
SHOWROOMS: 1100 S. WABASH AVE.,CHICAGO - 8 W.36""ST., NEW von 











OUR BEAUTIFUL 


cn BATHING MANNEQUINS 
(ds STUDIO 


AT ALL THE SAKS- 


133 West 23rd St., New York FIETH AVENUE STORES 
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id For War-Time 


By CAROL E. BEROLZHEIMER 
Thom McAn Women's Shoes, New York City 


JUNE, 1942 


Windows 


“Sorry, Mr. Jones, we've no more silk nets. 
They were imported, you know.” 

“Yes, Mr. Smith, we still have a little oj 
last year’s crash, but it’s up 12 cents a yard 
since January.” 

“Sorry, Miss Brown, we can't fill your 
order for burlap. The government has taken 
it all” 

And so on and on. These are sadly fa- 
miliar phrases to all of us in the display 
field. No longer are we ushered into the 
sample rooms to see bolt after bolt of plush- 
es and satins, crepes, nets, georgettes and 
taffetas in gorgeous array: all the colors 
of the rainbow; patterns galore to make us 
dizzy. Those lush days are over, at least 
for a little while. 

Now we are faced with the problem of 
ever-increasing priorities; fewer of the old 
stand-bys from which to choose; more time 
needed for delivery, and higher prices. To 
department store and specialty shop display 
designers, the problem probably will never 
become very acute. But to those of us in 
chain store display, who purchase thousands 
of yards of material each year, it’s another 
story. Never before has our ingenuity been 
so taxed, and never have we had greater 
opportunity to show our mettle. We'll prob- 
ably turn a little gray, if we haven't already, 
but I firmly believe that in the end we'll find 
we have been given a much needed stimulus 
for our creative ability. 

The chain store windows have all been 
doing the plush drapes and velvet swags to 
death in the last few years. We've all been 
pretty much following the same pattern and, 
like it or not, we’re forced to invent a new 
one. I like it. 

The first radical change for the sixty-odd 
women’s shoe windows for which I design 
displays came about this way. I wanted to 
use something that looked like lace on the 
background; something which would be old- 
fashioned and dainty. Real lace was out 
of the question; not in the budget. Why not 
use lace paper doilies? They could be had 
in a score of patterns, and we chose the 
prettiest. First we tacked an inexpensive 
lavender material flat on the wall, and then 
stapled row after row of white paper doilies 
over it. The lavender showed through the 
open design, giving us a delicate, lacy effect 
which tied up beautifully with the Victorian 
theme of the window. (We might have used 
a colored paper or a painted wall equally 
well as a background, instead of the fabric.) 

The cost? Less than $1 per window! 

Consider the lowly picnic plate. Round, 
square, small, large with plain or fluted 
edges, they offer innumerable possibilities. 
For a recent window, I selected the round 


—Ingenuity found a use for commonplace ma- 
terials in these three backgrounds. The first 
involves paper doilies from the dime store; the 
second, paper plates from the same source; 
the third, white-dipped cyca leaves. Total 
cost per window: surprisingly low— 
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medium-sized variety and had several dozen 
of them sprayed a lovely, chalky-blue. Sta- 
pled in even rows all over a pale pink back- 
sround, they gave us an interesting geo- 
metric pattern. For variation, I pasted a 
few tulips in the centers of some of the 
plates; just here and there. You might use 
ribbon bows, or curly ostrich tips on your 

Consider using them in panels, each 
a different color, instead of all over 
The cost of our picnic 
plate window was one-third of what we 
ysually spent on pleated fabric drapes. 

Our current window is a very gay, tropi- 
al one. I've used the long, graceful cyca 
leaves over the background this time. The 
yea leaves are a dark green in their nat- 
ural state, but we dipped ours into vats of 
white paint for a lighter window. Combined 
with tropical flowers, Spanish 
similar materials we have a setting that is 
lefinitely different. We used palm leaf fans 
ina similar manner time ago with 
equal success. 

With a little imagination, one can trans- 
jorm the most inexpensive fabrics into some- 
thing that looks like the $2 a yard kind. 
The sprayer in your display shop can make 
eautiful, fluffy white clouds with his spray 
gun on any fabric. Simply allow the mate- 
rial to hang on racks until it dries, roll 
it up and ship it out. 


1 


plates 
panel 
the wall as we did. 


moss, and 


some 


has a very good eye, have him make you | 


some interesting, hazy stripes on a plain 
rayon satin or sateen. 

These are but a few of the many simple, 
effective and inexpensive tricks 
evolved by war-time necessity. They can 
all be adapted to any size window, and to 
show cases as well. All of the windows 
pictured were easy to handle. The paper 
doilies and the picnic plates were shipped in 
small cartons weighing very little. And that 
is important, too, now that we have addi- 
tional shipping problems to contend with. 
There’s a good deal to compensate for 
these war-time shortages and the gray hairs. 
There’s the fun of beating the “priority 
Our customers’ comments have been 
gratifying, too. And equally 
everyone concerned is the first aid care that 
our display budget is receiving! 


blues.” 


Hansen Pay Increase 

Buys War Bonds 

The A. L. Hansen Mfg. Company, Chi- 
ago, manufacturer of staple guns and tack- 
ers, has placed in operation a novel form of 
pay increase. The added amount each week 
-10 per cent for all employees—is allowed 
to accumulate until it is enough to buy War 
Bonds in sizeable units, which are then 
listributed to the individuals. Employees 
may have cash if they prefer, but since the 
new increase is over and above a recent 
advance in wage and salary pay- 
ments it is thought that the majority will 
let the extra increase apply to the purchase 


f \\ ar Bonds. 


similar 





Handsome Catalogue 

Issued By Darling 

The L. A. Darling Company, Bronson, 
Mich., has just released a 46-page catalogue 
showing in complete detail the firm’s line 
i fixtures, mannequins, forms, and other 
lisplay equipment. 


And if your sprayer | 


that are | 


pleasing to | 


OISPLiAY WoORLE 


No. VI 


HARVE 


Bent-Board 


Panels 
for 


Victory 
Windows 


Here styles 
of factory decorated 
BENT-BOARD panels 
that you can put to 
work the minute you re- 
ceive them ... in your 
windows ... or in your 


are two 


interior trims. 


Each panel carries an 
18" cutout white star on 
the blue field at the top. 
Style VI has horizontal 
stripes and Style V2 has 
vertical stripes. Either 
style is made in sets of 
one right and one left 
panel—or they are avail- 
able individually. 


You can order these 
from your display mate- 


rial dealer today. 


Either style in sets of 
one right and one left— 
$21.50. 


Either style individual 
panel—$ | 2.00. 


Ask your dealer about 
other BENT-BOARD 
products or write direct 
to us. 


FERRILL 


National Distributors 


No. V2 


& CO. 


2635 SOUTH WABASH AVE., CHICAGO, ILLINOIS 
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THEATRE 


Vaudeville 
nent fixture of the theatrical world, 
with three New York theatres all 
than the usual quota of shows weekly, 
\long with the re- 
is the concomitant 
scenery of the gilded twenties. In “Priorities 
of 1942,” the still popular, 
of the current vaudevilles, the nostalgic old 


back as a 


seems to be 


perma- 

what 
giving 
more 
and to packed houses ! 
appearance of vaudeville 


first, and most 


flats and plain-colored drops are framed by 


a curving white valance, very modern with 
a gilt scrollwork. The old incomparables 
Lou Holtz, Willie Howard, and Phil Baker 
are back, too, and something new has been 


added with Paul Draper, the gifted dancer, 
and Hazel Scott, the talented young pianist 
These go to work 
straight out of the Keith- 


who swings the classics 


against drops 


LO NR RC By BARBARA BAER 


Orpheum circuit, 1. e., the painted vista of a 
classic garden with marble statues and bal- 
ustrades and the interior of a 
room with huge windows and doors painted 
on the drop which little as the 
audience roars appreciation of the old jokes 
spruced up for °42. 

Donald designed the 
for two of the most enjoyable plays of the 
“Spring Again,” and “My 
Both have a lot in 


greenery, or 


sways a 


Oenslager has sets 


namely 
Eileen.” 


season, 


Sister shows 
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common: extremely good acting, sor 
clever lines, and scenery that forms 
obstructive but very competent back, 
for the slight plots that 
along. 

“My Sister Eileen” is, as you hay 
ably heard by now, a play about tw 
from Ohio who come to New York fi 
and fortune and who live a very a ne 
life in Greenwich Village. Oecenslag: 
lowing the original stories in Ruth M 


carry the 


ney’s book, has designed a room the 
basement of an old Village house. Th lls 
are somewhat slimy, there is no lock the 
door, and the large arched window the 
center of the room is level with the si ilk 
so that the legs of assorted mak nd 
females, baby carriages, and dogs pass 
across the back of the stage throughout the 
play, seen through the window. The inter- 
esting thing about the set is that though this 
is a pathetic and sordid room and although 
Oenslager has spared no details, still the 
effect each time the curtain goes up is one 


of a fairly pretty set. Lighting which almost 
matches sunlight, chintzes, and well-blended 
colors account for this. 



































In “Spring Again,” Grace George and | 
Aubrey Smith resurrect a Civil 
eral in a “two-room-and-bath apartment in 
the Surrey hotel in the East Fifties, New 
York City.” The play opens with the whole 
of one wall of a pleasant, but not very dis- 
tinctive, typical hotel room decorated with 
Civil war medallions, and an oil painting o! 
the general. 


war gen- 


The play moves through sev- 
eral stages of the polished Miss George's re- 
bellion against living with the memories ot 
the deceased general, on to the point where 
Mr. Smith (her husband and the general's 
son in the play) leaves her, when she re- 
moves the paintings and medallions and 
substitutes flowers. The final act shows the 
couple reunited with the 


oing 
Pills 


general hat 


—At the upper left is a mural decoration for 
the Milk Barn, done by Dominic Mortellito in 
carved lacquer linoleum. . . . Above, the set- 
ting from “Guest in the House," by Hogar 
Wilde and Dale Eunson. . Left, from “A 
Procession of Photographs" on view at the 
Museum of Modern Art, New York City, show- 
ing America's might— 
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over the mantlepiece and some old battle- 
torn flags added to the wall. 

For “Guest in the House,” Raymond Sovey 
designed a very flexible set that has 
eight entrances that adequately care for the 
many dramatic moments that occur in this 
exciting play about a guest who over-stays 
her welcome and almost wrecks the lives 
of the other people in the house. The house, 
in this case, is a studio made from a barn 
and Sovey achieves a very nice feeling of 
height as well as creating the impression 
that the house is really located in the coun- 
try (an effect achieved with a glimpse of 
garden, and a wild summer storm). The 
main effect of the house is one of oaken 
rafters, chintz-covered furniture, and peace 
and happiness disturbed during the course of 
the play by Evelyn, the malicious niece 
around whom the plot revolves. 


A PROCESSION OF PHOTOGRAPHS 

For the huge exhibition, “Road to Vic- 
tory; A Procession of Photographs of the 
Nation at War,” the Museum of Modern 
Art has knocked down all the interior walls 
of its second floor, leaving most of the 
space open for a novel arrangement of 150 
photographs, which, sequence after sequence, 
tell a dramatic story of America’s mighty 
resources and the power of the people in 
their struggle toward victory. This is not 
a photography exhibit in the ordinary sense, 
for Herbert Bayer, who designed the techni- 
cal installation, has juxtaposed huge, free- 
standing enlargements, many of them life- 
size or over. 

Lieutenant Commander Edward Steichen, 
U.S. N. R., has assembled and directed the 
exhibition which has a running text espe- 
cially written for it by Carl Sandburg. The 
first photograph (12 by 16 feet) is a striking 
view of Bryce canyon. Then follow panels 
showing sheep ranches, corn fields, cattle, 
combines, small farms, big dairies, inter- 
spersed with the text from Sandburg, hung 
from the ceiling and printed on white cards, 
as, for example: “The earth is alive. The 
land laughs. The people laugh. And the 
fat of the land is here.” There are photo- 
graphs of people, warm, real people, a woman 
laughing with whom you want to laugh, a 
picnic, workmen at lunch. . . . And then 
photographs ot government flood control 
and power projects, and the arsenal of war, 
the mines, the ship yards, steel and copper. 
\t this point the visitor begins to ascend a 
ramp which turns a corner, and suddenly 
discloses an “America First” meeting with 
slogans: “It can't happen to us,” “The 
United States is not in the slightest danger 
of invasion”’—and the visitor turns another 
corner and faces an explosion of the de- 
strover Shaw’s magazine during the attack 
at Pearl Harbor! The natural sequence is 
the rallying of the people, photographs of 
the AEF bound for Ireland, the air force, 


] 


navy maneuvers, 

the visitor standing on the ramp looks 
down at photographs, lying flat, of plane 
itions and gets the effect of flying. The 


Climax of the exhibition is a 12-by-40-foot 
n ot armed, marching men. Against 
tis are smaller photos, the faces of the 


ers and mothers of soldiers, sailors, 
farmers, builders, and workers,” in a 
ig tarewell. 
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eet us at St. Louis 


1.A.D.M. CONVENTION, JUNE 27-JULY 3 
HOTEL JEFFERSON, BOOTHS 33 and 34 


LEASE accept this as a personal invitation to step up and 
introduce yourself if we don’t spot you first. 


You’ll want to see our exhibit of Fairy Forms for displaying 
shoes and hosiery, neckwear and brassieres. But don’t let it go 
at that. We’d like to greet in person every single one of our 
friends in the display industry. In war times, especially, we 
yearn for the face to face acquaintance that does so much to 
make correspondence less formal and service more helpful. So, 
if you’ve dealt with us in the past or expect to in the future, 
please be sure to say “hello!” We want to know YOU better. 


To avoid confusion in conforming with price ceiling limitations we are 


reverting to our prices of August I, 1941, as shown in Fairy Form 
Catalog No. 62. Price List No. 63, dated April 1, 1942, is rescinded. 


SHOE FORM CO. INC., AUBURN, N. Y. 
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Greetings 
toourfriends — 
at the i. 
Convention 



















When you 
get to New York 


we look forward to 



























giving you a right 






royal welcome at 
New York’s Famous 
Display Corner. 






































A WORD TO THE WISE: 


It’s not too early to 





plan your Christmas Displays! 


























DISPLAY WORLD 





| DECOR WHILE DINING 

Ever since the first of its species proved a 
very popular institution, milk bars have been 
cropping up all over the city, increasingly 
streamlined, wholesome, cheerful. The latest 
has some ideas for displaymen. Called the 
Milk Barn, it is located on the corner of 
43rd street and Madison avenue, and was 
decorated by the enterprising young sculptor 
and painter, Dominic Mortellito. The coun- 
ter, walls, and stools are all in dairy blue 
and they shine a welcome through the glass 
doors and walls that frame the bar. Ts 
amuse the secretaries, advertising execu- 
tives, clerks, and shoppers who pause ior 
the milk that refreshes, Mortellito has de- 
signed a clever mural cutout in the shape of 
a cow. The surface of the mural is lac- 
quered linoleum (a medium which is wash- 
able) mounted on plywood. The mural is 
not only of the cow which is outlined, but 
also depicts a pastoral scene, the milkman 
delivering milk, and the farmer carrying the 
loaded pails. This rural theme is carried 
throughout with gay murals painted directly 
on the wall—the same farmer being cliased 
by the cow, milking, ete. 


Somewhat similar in price range, and also 
very original, is the new eatery at Broadway 
and 5lst street, “Ham N Eggs.” Serving 
this all-American favorite dish, “Ham N 
Eggs” is open on a 24-hour basis and, dec- 
oratively speaking, features chandeliers of 
trios of shiny frying pans which reflect the 
light, a hickory wood counter, and a frieze 
of piggy banks running around the room. 


This is, of course, the time of year when 
the best decoration is (in New York at least 
where the price on such things is high) a 
few shrubs and some gay umbrellas. Typical 
is the Chatham Walk, of the Hotel Chatham 
on East 48th street, an outdoor restaurant 
and bar with pastel pink umbrellas fringed 
with white, and blue and white striped awn- 
ings; silver pots holding shiny leaved little 
trees add to the decor. 


The newest of the outdoor eating places, 
however, is the sculpture-studded garden of 
the Museum of Modern Art, where lunch 
and tea are now being served daily at pale 
yellow tables. The canopy and the chairs 





are also yellow and are lovely against the 
coral-tinted gravel of the museum's garden, 
and its green trees and white stone and 
onyx statues. 


THE NEW SCENE TECHNICIAN'S 
HANDBOOK 


One of the theatre's most notable achieve- 
ments this year, and, incidentally, one of the 
most helpful to the display field, is the pub- 
lication of a book, “Producing the Play, to- 
gether with the New Scene Technician’s 
Handbook.” 

The book is an amazing combination of 
commentaries on both the esthetic and tech- 
nical aspects of the theatre with sections on 
“The Nature of the Drama” and “The Ac- 
tor’s Art,” as well as chapter after chapter 
of sound, informative material on construc- 
tion of settings, lighting, color harmony, etc. 
Naturally, in a 750-page book of this sort 
about so allied an art, there is much that 
displaymen can use. A. Feder’s chapter on 
lighting the play is an example of this. It 








contains, among other things, a discus, 
of color as affected by light, latest dey: 
ment in lighting equipment, or how to 
effects such as fire or sun light by m 
of lighting. Or in Aline Bernstein's 
able chapter on costuming, displaymen 
pick up some tips such as the followin 
the effect that lighting has on fah; 
“Color in fabric is enriched by the 
color in light and is dulled by its cor 
mentary.” Thus, “Under red light—red_ }), 


comes enriched, green becomes blackish 1 
becomes blackish, and purple becomes 

dish.” Or, “Under green light, red bec P 
brownish, yellow becomes greenish, yellow 
green, and purple becomes brownish.” “Green 
fabrics are grayed by pinks and reds, greens 
and reds are brought out by amber and light 


straw,” and so on. 


The part of the book called “the Ney 
Scene Technician’s Handbook,” written by 
Phillip Barber, formerly technical director 
of Yale University Theatre, includes advice 
on construction of things common in. the 
display director's experience such as trees, 
arches, cornices, fireplaces, rocks, and steps: 
mixing of paints; flame proofing; charts of 
which nails, woods, and materials are best 
purposes; and how to make 
props of papier-mache. The book is a com 
plete and painstaking work, and displaymen 


for specific 


who once look between its covers will find 
it not only enjoyable reading but 
pensable as a handbook. 


indis 


“Producing The Play Together With The New 
Scene Technician’s Handbook’’—The Dryden Press 
New York, 744 pps., $4.25 


Point-Of-Purchase Surveys 
Discussed At Meeting 

The Point-of-Purchase Advertising Insti- 
tute, with headquarters in New York City, 
held its second annual get-together at the 
Edgewater Beach hotel, Chicago, on May 14. 
Speaking at the luncheon, George Kindred, 
president, Kindred, MacLean Company, 
pointed out that the industry, from the lith- 
ographer’s point of view, was not seriousl) 
affected by the war, even though in the “non- 
essential” class. Ample supplies of paper 
and board are still available, Kindred said, 
and the industry should continue its efforts 
as in the past. 

The executive secretary of the Point-ot- 
Purchase Institute, Edward Sajous, outlined 
the organization’s work to establish point- 
of-sale advertising with national advertisers. 
He discussed the research work done by) 
the Institute (reported in previous issues of 
DISPLAY WORLD) and gave a report on 
the latest effort of this type, conducted tor 
Colgate-Palmolive-Peet Company. This sur- 
vey, he said, showed an average increase of 
38 per cent in sales in the stores where test 
displays were used, as against no increase 
for control stores not using the displays 


Members of the display and research com- 
mittees of the Association of National Ad- 
vertisers were present, and suggested that 
future studies be conducted on lines which 
would indicate ways of using the displa) 
dollar more efficiently, with more emphas!s 
on the proper mechanics of display. The) 
also recommended research on the power 
of interior display, as well as for windows 
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A Refreshingly New 
Display Treatment 
SCULPTURED 


KWILT-BLOCKS 


A MOULDED FABRIC 


Every displayman who sees KWILT-BLOCKS instantly visualizes 
unlimited uses and possibilities. The only 3 dimensional moulded 
fabric unit on the market. Prominent displaymen have enthusias- 
tically endorsed KWILT-BLOCKS as MAHARAM’S most brilliant 
achievement. Exclusive shops from coast-to-coast are already using 
KWILT-BLOCKS in “high-fashion” windows. The lavish beauty of 
KWILT-BLOCKS can be adapted to many clever uses—completely 
quilted panels, units, interiors and show cases. It is essentially a 
“construction” display item. The 102 inch squares are in 15g inch 
relief and the moulded contours make for a play of lights and 
shadows that is both compelling and artistic. Available in all colors 
in a varied assortment of fabrics. Also to order in your own material. 
Write us for complete information. 




























We'll See You In 
ST. LOUIS at the 
I. A. D. M. CONVENTION 
In ROOM A-9 


















Complete Line of Display Fabrics & Accessories 


NEW YORK — 130 WEST 46th STREET 


The attractive background created by Plymouth Chicago St. Louis Los Angeles 
Shop at 55th and Madison Ave., N. Y. (¢ 6 E. Lake St. 915 Olive St. 819 Santee St. 

















“Leading The Display Parade” 


VICTORY RIFLE 


















Patterned from U. S. Army 


SPRINGFIELD RIFLE 
These full size, real-looking rifles will prove highly useful for your “DISPLAY FOR 
VICTORY” settings—especially since regular Army Rifles are not available. 





Standard Model: Machine carved from select close De Luxe Model: Same construction as Standard Model 
grained wood—has inserted turned barrel—die cut except this model has SMOOTH WORKING, GENU- 
metal butt plate, metal sling and stacking swivels. front [NE BOLT ACTION of strong and rugged metal con- 
sight, trigger and trigger guard. Solid firing pin knob — gtruction instead of solid wood construction used on 
and bolt lever. Equipped with genuine government — Standard Model 
issue sling straps and buckles. Rubbed walnut finish 


sun metal blue trim. Looks like the REAL THING The DE LUXE MODEL RIFLE is practically indistin- 


at short distance. guishable from the regular SPRINGFIELD RIFLE. 
STANDARD MODEL—Weight: 34 Lbs. DE LUXE MODEL— Weight: 44% Lbs. 


$6.00 Each---$60.00 Dozen $7.00 Each---$72.00 Dozen 


Prices F.0O.B. Omaha. Terms: 2% 10 days Net 30 


Visit our Display Booth and Sample Room at I. A. D. M. Convention, June 28-July 2, Hotel Jefferson, St. Louis 


OLTMANNS, 1415-1417 Douglas St., Omaha, Neb. 






























VIRGINIA ROEHL 
DISPLAY NEWS SERVICE 
47-West 57th Street 


NEW YORK, N. Y. 
PLAZA 3-5968 
















Complete 





photographic files 






Reprints 





always available 






at moderate prices 








Window 


and Interior 






Display 






Service for Department 





Stores and Specialty 





Shops — mailed weekly 


Also featuring a 


New 






Interior Service 









Complete 
information and samples 


sent on request 
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It makes little difierence (to me, at least!) 
if the merchandise for display is small or 
large, provided there is a basic idea strong 
enough to put the item across. Any object, 
small or large, placed in a window for no 
apparent reason is wasted and_ detracts 
from the window's selling force. Thus, it 
you say: “Red and green is an exciting new 
combination,” the point can be emphasized 
just as well if a red apple is placed on 
a green plate, or if a red dress is orna- 
mented with a green belt. The apple—a 
small item; the dress—a large one. Both 
would display the same idea. So both should 
be equally effective. 

Hence it follows that small items can be 
displayed just as well as large ones, always 
bearing in mind the necessity for keeping 
the display dimensions and physical set-up 
in proportion to the merchandise. The 
writer recently talked to Sidney Ring, dis- 
play director for Saks-Fifth Avenue, New 
York City, on this subject. In his opinion 
small display items should be treated to 
scale and displayed in a small window. <A 
small item, he said, is apt to be lost in big 
space—most of the window is thus wasted 
and the idea falls flat. If a store hasn't a 
small window, it should black out the 
greater part of its window space and con- 
centrate on the portion necessary to display 
the small item, in Ring’s opinion. 

Display has to work out a story from ma- 
terial passed into its hands from another 
source more often that it can commandeet 
material to fit the story it has in mind. It 


—The display immediately below, by Stuart 
Raymond, the Broadway Department Store, Los 
Angeles, won first place in the Jaquet contest. 
Second prize was carried off by the display 
of Sidney Ring, Saks-Fifth Avenue, New York 
City, seen in the illustration above— 






mall Item Display 


By GEORGINA CAMPBELL 
Jaquet, Inc., New York City 
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has, in effect, to work in reverse. The most 
successful displayman is presumably he wl 
can make his window look as if it is telling 
a story which he wants to be told in just the 
way it is shown—and that each of the items 
in the window are there as recognizabl 
variations on the central theme. 

That is why I feel the display by Stuart A. 
Raymond, the Broadway Department Store, 
Los Angeles, is so striking. It seizes on 
the Indian theme of “Fire Magic” and builds 
around this subject (incidentally winning 
the $100 first prize in Jaquet’s recent con- 
test.) It expresses an idea which people 
can understand and appreciate. 

The thought of an Indian—or “Fire 
Magic’—brings to mind the feeling of vivid, 
vibrant, glowing color. What better sales 
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nt could a lipstick have? The two smoke 
rings rising from the floor admirably bal- 
ance the window, while the first serves the 
jual purpose of bringing the merchandise 
right up before the eyes of the shopper— 
and this is almost always hard to do with 
small items. The kneeling Indian 1s arrest- 
ing and symbolic of the whole idea. His 
“Fire Magic” blanket titles the picture, 
while the facing display card drives this 
home by giving the price and a_tashion 
flavor to the setting. There is a reason for 


everything in the window. It is an_har- 
monious whole; each of its components is 
necessary and appealing to the eye. The 


merchandise, though small, is by no means 
overwhelmed by the display treatment. 

The window by Sidney Ring (small illus- 
tration) is dramatic and arresting. The cen- 
tral mirror has its message clearly written 
in the “smoky” writing one would associate 
with “Fire Magic.” The lipsticks are vividly 
arrayed in the initials of the name. The 
whole effect is sparkling and convincing. 
The only criticism heard of this window is 
that the two hats have no recognizable rea- 
son for being in the display, and that they 
thus detract from the basic theme. The 
other accessory — the cigar-store Indian 
lapel pin which is too small to be seen in 
the illustration—is very much to the point. 
Unfortunately it is dwarfed by the rest of 
the display. 

How this problem might have been over- 
It might have 
been possible to carry out a successful ex- 


come is not for me to say. 


periment with shadows and silhouettes, and 
to have enlarged these by means of a mirror 
or enlarging glass. This would be compli- 
cated, however, and probably not worth the 
trouble. 

This display by Ring won second prize ot 
$75 in the Jaquet contest. One of the judges, 
who wanted to award this window first 
place, commented: “The Saks-Fifth Avenue 
presentation, with its center panel carrying 
the names, the regimented alignment of the 
lipsticks, and the costume tie-up to hats, is 
more concentrated, dramatic, and newsy.” 

Whatever the reader’s opinion on the rel- 
ative merits of these two displays, they seem 
to make indisputably clear one fact: that 
small items can be displayed just as effec- 
tively as large ones—if a few simple rules 
are kept in mind. These are, of course, fit 
the display space to the merchandise; bring 
the items into such prominence that their 
small size does not unduly handicap them; 
use the same imagination in creating the 
display setting as would be employed for 
large merchandise. 





Summer Display Courses 
Planned By Institute 

Intensive summer courses specializing in 
all phases of window display will be given 
by The Display Institute, 3 East 44th street, 
New York City, starting July 6. The fol- 
lowing are the subjects offered in the dis- 
play division: merchandise display for store 
windows and interiors, designing of back- 
grounds and props, exhibition display, and 
showeard lettering. 

[he school’s placement bureau reports an 
Increase of 75 per cent in jobs for the first 
five months of 1942 as compared with the 
Same period of the previous year. 
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NALCO 


SNOW-FOREST 
MURALSCENE 


SIZE 
681" high by 50” wide 
A Snow-Forest Mural of majestic 
grandeur, made on a strong grade 
of canvas-finish white paper. Pro- 
duced in multi-color combination of 
blue and white with white border. 
Packed in individual shipping 
container 
Shipping weight approximately 
3 lbs. 





Complying with the government's 
suggestion to keep prices down, 
this muralscene is selling at a 
REDUCED PRICE of 


°3.00 


Other NALCO Winter and 
Christmas Items 


NALCO WINTERSCENE 
AND 
NALCO SNOWRANGE 
PANORAMAS 


Continuous Designs Processed on 
Flexible Paper Board, 571!" high 
by 20° long— 

$3.75 per Roll 


Packed in individual shipping con- 
tainers. Weight approximately 7 lbs. 


CIRCULARS ON REQUEST 
(Ask your dealer) 


\ 


naleo 


In CCG 8? CO 82 A TFT = DB 
203 E. 18th ST.. NEW YORK, N. Y. 















































A complete disp 


including fabrics, 
sories. 


Specializing in a 


PROGRAM. 


7 W. 36th ST. 





—right in the heart of everything 


ZW. 36th St. 


just off Fifth Avenue 


lay center where you can find a 


complete stock of all the popular display items, 


papers, display units, and acces- 


wide range of new and impres- 


sive units to accentuate the VICTORY DISPLAY 


Fall Catalog Now Ready — Write for 


Your Copy Today 


FRANK D. MAXWELL CORP. 


NEW YORK 
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Back-To-Schoo 
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—War or no war, back-to-school promotions have a habit of rolling 
around. The two top photographs show how J. C. Nichols, The Ernst 
Kern Company, Detroit, handles this subject. The window display is one 
of a battery, while the store departments were set up on the order of 
the interior view pictured, so that the event was practically a store-wide 
promotion. . . . Bedspreads are largely impulse merchandise, and lose 
about 75 per cent of their sales potential when piled on counters. When 





attractively displayed, plus mannequins for dramatic interest as in these 

two Bates bedspread displays shown in the center photographs, three out 

of four are bought by women who did not have this item on their shop 

ping list. The display at the left center is by L. A. Banks, The Hecht 

Company, Washington; the one at the right is by Maas Brothers, Tampa. 

. . . Two of the best back-to-school displays yet seen are shown in the 
lower photographs—also by L. A. Banks— 
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What's Happening 
In English Display 

Our London correspondent reports as fol- 
lows on English display trends: “The Min- 
istry of Information window display scheme 
for last month was for rubber salvage. This 
was stressed as being of vital importance 
owing to our loss of the rubber estates in 
the Far East. Here indeed was urgent 
use to which display windows could be put 
for most important propaganda, but unfor- 
tunately the scheme, as issued by the Min- 
istry, Was not in any way up to the stand- 
ard one would expect. 


an 


“Every citizen today realizes the vital 
position in regard to rubber. This was an 


opportunity of getting the utmost coopera- 
tion from every store and display manager 
in the country; they would have been only 
too anxious to give space and effort if the 
Ministry had bothered to approach the mat- 
ter properly. However, the material put 
out by the Ministry so poor that it 
rarely saw the light of day in the window 
and was just a waste of effort and paper. 


Was 


“Everyone feels that it is high time this 
job was done properly and that someone ot 
experience and knowledge took charge of 
the Ministry of Information display scheme. 
Great things could be done and wondertul 
results shown. Those of us who originally 
agitated for the country to take up display 
propaganda could almost the 
present mishandling of the job. 

“In the meantime, vital propa- 
ganda inside war production factories is now 
being carried out under the Works Rela- 
tions Scheme organized by the Ministry of 
Supply. It is being done in 
with the publicity and welfare 
the respective firms. This 
signed to give the factory workers a clearer 
perspective of their part and their respon- 
sibility. It is on an entirely different level 
to the exhortation drives of the first year. 
The Ministry has learned that workers are 
information demonstra- 
tions, but hardly respond to such slogans as 
‘Go to It’ and ‘Keep at It.’ 

“A development of the poster drive is the 
use of production charts which are really 


weep over 


however, 


cooperation 
officers of 


scheme is de- 


receptive to and 


three-dimensional displays. They are novel 
in appeal, hold the day-to-day 
progress on a job, and stimulate production 
by setting up targets or comparing achieve- 
Another type of chart the 
various shiits; this is a three- 
dimensional display with a batch of photo- 
around the edges, these showing 
products of the factory in action. 


ments. shows 


progress of 
graphs 


“A recent poster was of the ‘horror’ type, 
showing Japanese soldiers bayonetting bound 
British soldiers as they did after the fall 
Kong. This particular poster 
caused rather an upset at the arms factory 
where it was displayed, because of its real- 
ism. Although it was designed at the sug- 
the works production council, 
some of the workers objected to it on the 
grounds that they had lost friends and rela- 
tives in Singapore. As a result, the firm 
finally decided to take it down. 

It should be mentioned that this poster 


ol Hong 


gestion of 


Was only one of an arresting series designed 
Irom actual atrocity pictures which have 
been smuggled over here from several occu- 


pied countries.” 
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* * * * * * 
THROUGH OUR PORTALS PASS THE UNUSUAL 














We Will Join You at the 


I. A.D. M. CONVENTION 


Hotel Jefferson, St. Louis, Mo. 
June 27th to July 3rd 


VISIT OUR DISPLAY, ROOM 435 


Complete Fall, Winter and Holiday Lines Will Be Featured 
See Our Patriotic Designs 


COY, DISBROW & COMPANY, Inc. 


686 GREENWICH ST., NEW YORK CITY 
National Distributors of NeSeam the Original and Peferred 


Extra Wide Seamless Background Papers--The Universally Accepted Quality 


Midwestern Sales Office 


COY, DISBROW & COMPANY, INC. 
228 N. LA SALLE ST., CHICAGO 
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$HARE IN THE $ALE$ 
TO BUSINESS GIRLS 


See “BACK-TO-WORK" 
Issue, CHARM Maga- 


zine for September 


Business Mannequins mean business! Here’s the proof 
Fashions at Essex House, June 10 to 12. 
mended by leading stores! 


Business Girl Mannequins for Fall “‘Back-to-Work”’ 


Sole Manufacturers and Distributors 


The Display Equipment Cornoration 


147 West 37th St.. New York 


exclusively shown in Charm’s Service Show of Business Girl 
Displayed and recom- 
Write us for complete information on 
windows! 


BRyant 93-8450 
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DON'T RISK 
FADING of 


Scarce Goods! 


Protect with = 
CALIFORNIA /] [| 


Transparent 
SUN SHADES 


We can't afford to waste any- 
thing; don't let the scorching sun 
ruin merchandise or display fix- 
tures. Get maximum protection 
against fading and other sun 
damage with our MORE TRANS- 








PRAENT shades. Used success- 
fully wherever the sun shines; 
more than 10,000 installations. 


WRITE TODAY tor descriptive folder, 


sample swatches, and prices. 


Transparent Shade Co. 


CHAMBER OF COMMERCE BLDG. 
1161 S. Broadway, LOS ANGELES, Calif. 














FFECT OF LEATHE 


. . » Price of Paper 


, WITH 






A CLOPAY 
PRODUCT 


Backgrounds---Covering--- Lining 


Almost no limit to the display uses for versatile 
COVERAY. It has the luxurious appearance of 
costly embossed leather yet costs only $1.50 to $2.25 
for 4-ft. x 25-ft. rolls. What's more, it’s grease 
proof, stain-resistant and 100% washable. Other 
CLOPAY display papers provide almost unlimited 
variety of expensive looking decorative effects at 
cost of paper. Write for samples. 


GARRISON-WAGNER CO. 


1629 LOCUST ST. ST. LOUIS, MO. 


| for it all was the imaginative displayman, 
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Display, Then And Now 


By JOSEPH MAHARAM, President, 
Maharam Fabric Corp., New York City 


If your memory goes back to the palmy 
days of 1900, you will remember the window 
displays on the main streets of the nation. 
You will remember the window dummy, that 
ugly torso of a woman without head, legs 
and arms, and the wax mannequin with the 
high and heavy coiffure and the stance that 
seemed too stiff for comfort. You will re- 
member the hardwood floors and the mir- 
rored backgrounds, and the windows 
were jammed with merchandise. You will 
flashing electric signs and 
incandescent lights. You will recall that 
the use of display accessories limited 
to artificial palms, some velvet and quilted 


way 
remember the 
Was 


satin, perhaps a wicker chair or two, crepe 
paper and a small stand on which to place 
show cards. 

Today's windows 


that does everything but talk. 


feature a glamour girl 


She swims, 


golis, dives, bends, walks and name-your- 
own position. She’s a streamlined bit of 
feminity that looks like Lana Turner or 


Joan Crawford. Mirrored walls are strictly 
taboo, and in their place you'll find fabrics, 


leather, maps and photo murals. Hardwood 


floors are covered with glass, paper, grass 
mats, sand, ice and_ honest-to-goodness 
Mother Earth. Windows no longer are 


jammed with everything but the pretty sales- 
girl on the second floor. Electric signs have 


gone to rest and the kind of lighting you 


will find is on a par with that used for a 
Broadway revue. Display accessories are 
numerous, from fish nets to bananas, from 
cotton roping to giant sea shells. Show- 


manship has reared its head and the dis- 
playman is constantly introducing ideas that 
make even a Hollywood scenic designer turn 
(Everybody in the display 
spectacular display 
Simon's 


green with envy. 
field about the 
James Gosling — Franklin 
employed 


knows 
= COC »ked 
models, and 


lens 


live 
through the use of a reducing 
them appear in miniature to window shop- 


up when he 
made 


pers.) 

Window displays have made rapid strides 
since the turn of the century. Since a de- 
partment store study in the 
buying that 87 per cent 
sight, 7 per cent by sound, 31% per cent by 
smell, 114 per cent by touch and 1 per cent 
by taste, displaymen have realized that their 
exhibits must “stop ‘em and inform ‘em.” 
During the past year the expenditure for 
the nation’s displays hit millions of dollars. 
And the way it looks today, displays are 
just beginning to go places. 

In 1900 the displayman’s budget wasn't a 
In a few cases 


five senses of 


revealed buy by 


fraction of what it is today. 
there was even an ingrown prejudice about 
too much windows, a hangover 
from the days when Captain Macy opened 
his dry goods store in New York City. What 
caused the change? What caused windows 
to go educational, reflect a store’s character 
and take valuable space that could have been 
used for stock and salesrooms? Responsible 


space for 


spurred on by competition and the introd 
tion of new display materials of all sor: 

The displayman today is not the disp! 
man of 1900. No longer does he doubk 
a stock clerk or a salesman. Nor does 
write show cards. He’s a high-priced ex: 
tive surrounded by a large staff of artist 
display installers, carpenters, 
and enough machines to build any kind 
display. Competition given him 
energy, inspired new and 
go in for color, lighting and accessories that 
dramatize merchandise so that they will 
cus the attention of window shoppers 
bring them into the store. 


electricians 


has 


ideas made 


It was no pushover to bring about. thi 
transformation. Displaymen 


cessories, and jammed their windows 


used few a 


mixed merchandise. Eventually, however 
stores started to use such accessories as a 
tree, a moon, flowers, rope, and deviated 


from the idea of putting merchandise gal 
in the windows. 


With the outbreak of World War I, win 


dow displays presented new opportunities 
Women were coming out of the kitchen to 
take their place in jobs left vacant by men 
at war, and fresh ideas were required {o1 
windows. By the end of that war, women 
were doing things, and window displays 
were depicting them in their activities 


Displaymen had gone imaginative and cri 
ated displays that dramatized the new life 
Mirrored backgrounds replaced with 
painted scenes, mannequins were made mort 


were 


glamorous, and display accessories becam« 
numerous. 

During the last twenty years the advance 
of window display been 
than at any other time. 
exhibits are to be seen at every turn of thi 
constantly on the 
instrumental in 


has more rapid 


Today spectacular 


head. 
alert for 
the continued 


Displaymen are 
new ideas to be 
advance. 

At this particular moment windows ar 
stride with World War II. In addition to 
selling merchandise, they're campaigning tor 
the sale of War Bonds, telling 
to join up with Civilian Defense, give to the 
Red Cross and USO, and urging the publi 
to do everything in its power to help smash 
the Axis. It is difficult to predict the 
trends in display that will come out oi thus 
new assignment, but you may depend on 
one thing—they will be stimulating and ex- 
acting, and another stride forward for dts 


Passel s by 


play. 


Cromwell Named Chairman 
Of Cincinnati VDC 

Cogswell Cromwell, display director tot 
H. & S. Pogue Company, Cincinnati, !has 
been appointed local chairman of the \ic- 
tory Display Committee campaign. He will 
work with the chairman of the county War 
Savings Staff. Cromwell is president 0! 
the Greater Cincinnati Display Club. 
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Australian Stores Ordered 
To "Board Up" Displays 


Severe restrictions on window display 





have been placed in effect in Australia, due | 


to the government's fear of the casualties 
which invariably follow the path of glass 
shattered by bomb blast. The March 28 
issue of “The Country Trader,” the latest 


issue to reach the United States, has the | 


following to say regarding the display situa- 
tion in the land “Down Under”: 

‘Window display is to be a lost art in 
Australia for the duration of the war, unless 
shopkeepers adopt, on a large scale, the 
bright idea of the president of the Victorian 
Refreshment and Confectionery Shopkeep- 
ers’ Association and dress their windows for 
observation from inside the shop instead of 
outside. 

“The boarding-up or shatter-proofing of 
windows is proceeding rapidly in Brisbane, 
Newcastle, Sydney and Wollongong (and 
not quite so rapidly in other centers), but 
a great many shops have yet to be treated. 
The regulations are onerous, but are being 
administered with discretion in the light of 
available supplies of labor and materials. 
Most popular method of getting over the 
trouble is to replace the glass altogether 
with polished cypress pine floor-boards, leav- 
ing a little wire-netted “peep-hole” in the 
center of the window. 

“The pathetic forms of ‘protection’ orig- 
inally adopted, voluntarily, by many shop- 
keepers are already revealing their futility. 
Strips of paper hopefully gummed to the 
inside of windows have peeled off; sheets of 
cellulose tissue similarly applied have blis- 
tered and sloughed away; strips of cellulose 
tape remain in position but are condemned 
as inadequate. 

“It has to be kept in mind that pieces 
of glass shattered by a bomb blast travel 
faster than a bullet; the absurdity of expect- 
ing a bit of paper or even a sheet of textile 
securely gummed to the glass to provide 
protection from such terrific force ought to 
be apparent to everybody. Glass is the big- 
gest killer in air raids, and the best thing 
to do is to get rid of it altogether, as far 
as that is practicable, replacing it with other 
materials. 

“The State Government has given metro- 
politan shopkeepers until April 6 to board- 
up, wall-up or ‘shatter-proot’ all windows 
a patent absurdity, for even under peace 
conditions there would not be enough trades- 
men, materials and transport to accomplish 
such a huge task in the time allowed. 

“Country storekeepers outside the areas 
mentioned are not yet affected, but their 
turn will doubtless come. The fact that 
country towns have a ‘brown-out’ and a 
number have to have black-out tests is an 
indication of the government's views on the 
danger of inland air raids. The window 
glass regulations will probably be extended, 
next, to all coastal and near-coastal towns. 

Shopkeepers who contemplate using cel- 
lulose tissue (‘cellophane’ type) stuck on to 
the inside of window glass may save them- 
selves the time and expense, because it will 
not be approved. Tests by the Government 

shown it to be inadequate for shatter- 
Proofing.” 
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PHOTOELECTRIC 


BLACKOU7 CONTROL 


FOR DISPLAYFWINDOWS - - - SIGNS 
ALL TIME-SWITCH CONTROLLED ILLUMINATION 


PHOTOSWITCH Photoelectric Blackout Control pro- 
vides automatic blackout control of illumination by observ- 
ing a centrally controlled street lamp with which it is 
aligned. When the street lamp is turned off at the central 
station, PHOTOSWITCH blacks out the illumination it 
is controlling and the illumination is resumed as soon as 
the street lights are again lighted. 


Designed to meet the particular specifications of this 
application, PHOTOSWITCH has been thoroughly tested 
under severe operating conditions. It is approved by the 
blackout committees in many of the larger cities and is 
being used by many of the nation’s leading stores. 


ECONOMICAL---RUGGED---FOOLPROOF 
Write For Information 


PHOTOSWITCH INCORPORATED 


CAMBRIDGE Pp MASSACHUSETTS 
District Offices in All Principal Cities 























“Let us help solve your ‘prop’ problems” 





DO A REAL SELLING JOB FROM YOUR WINDOWS! 


“ohe “Prop Shop 


142 East 32nd Street—New York City Phone LExington 2-5973 





Attractive Backgrounds for Rent or Sale at Very Low Rates 


Call or Write Us Today—We Ship Everywhere 
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Is More Than Just 
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It’s the Mark of 
DEPENDABILITY 
That Identifies the 









Manufactured 
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A Product of 
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displays with the high speed 








Makes Better Displays 







2624 W. Washington Blvd. 





TRADE MARK 





. | 


FINEST CARDBOARD 


CHICAGO CARDBOARD COMPANY | 


| 656-670 Washington Blvd., C 


hicago 


TES 


YOU CAN SEE THE 


SAVING OF HOURS 





When you make cutout 


Saves Time—Saves Money 


For full information write 


INTERNATIONAL REGISTER CO. 


Chicago 
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This month we take you to St. Louis, the 
scene of the “Display for Victory” conven- 
tion of the I. A. D. M., and let you in on a 
special broadcast arranged by this column 
with that double-or-nothing publicity man, 
John Doran. Doran’s middle name when he 
was a little boy in rompers was George, but 
since joining the Garrison-Wagner Com- 
pany that short line at the lower curve has 
worn off the letter and it looks like a “C” 
which stands for “catalogue.” He is the 
man who sends you catalogues every time 


you go to get your mail. He is the one who 


puts mailmen on pensions years ahead of 
time. (I saw a life-size horse made of 
papier-mache in a local display shop the 


‘Boy, that’s a honey, 
Guy 


other day and said: 
but it must have taken a lot of paper.” 
Gunkle, 


a new man in our town, replied: 


“T used a little newspaper, but mostly 
Garrison-Wagner catalogues . .. the men 
ahead of me kept every one.”) Anyway... 


The business session of the St. Louis con- 
just been ad- 
chairman of the 
This: is a 
have 
seen and every man here has a job to do 
and from the looks on their from 
where I sit it is going to be done and done 
right. The old spirit of St. Louis is circu- 
lating around more than the air-condition- 
ing fans tonight. It will take me 
hours to interview all this gang, but here 


committees has 
Otto 
show this 
anything I 


vention 
journed_ by 
Victory 
that 


Lasche, 
great year. 


turn-out beats ever 


laces 


here 


we go. 

I am happy to present Otto Lasche, con- 
vention director. 

“Every year we hear about the greatest 
convention in history, but this year it is not 
going to be like the past—that’s history. 
The victory of the United Nations is not 
won. This convention will, I sincerely be- 
lieve, play a definite part in the final tri- 
umph that lies ahead. The display profes- 
sion has the tools to educate through dis- 
play. This St. Louis convention will show 
you how to do a better job of winning the 
war at home. You owe it to your govern- 
ment, your store and yourself to be here.” 

Now here is Joe Chadwick, state chair- 
man of the Missouri Victory Committee : 

“All I have to say is, when this convention 
is over and the boys go back home they 
will be so full of fight to put over this 
Victory plan after they see what is coming 
off here their bosses will wonder what kind 
of ‘pep-injections’ they were given in St. 
Louis. My job at Famous-Barr for the 
past twenty-seven years has covered a lot 
of ground but since this Victory Display 


plan my office has been built over the entire 
state of Missouri. 


The old ‘show me state’ 


hink tis over 


ee By FRANK G. BINGHAM ena 








with St. Louis as the hub will show you 


to do it. See you in St. Louis.” 
It's too bad Dick Staines isn’t here, Jix 
he would have given you another five hun- 


dred for that publicity talk. But here’s Syl 
Rieser, display manager of Stix, Baer & 
Fuller, and executive chairman for the \ ic- 
tory drive: 

“T want to mention the great Mid-\est 
Rally to be held at the Display for Victory 
conference. I think ‘conference’ is a better 
word for this year’s meeting than conven- 
tion. This rally will launch the ‘Billion 
We Must’ July War Bond and Stamp cam- 
paign. It will be held June 29 at 
and we hope to have Secretary of the Treas- 
ury Morgenthau as the principal 
The attendance at this luncheon of retailers, 
display, and advertising men will total 1,750. 
Many will no doubt be turne: awa. so 
plan accordingly. The display 
will be proud of their chosen field as on 
after another of these events unfold during 


noon 


speaker 


protes s10n 


this conference for victory.” 

You can't beat that luncheon or even match 
it. I’ve been through some I. A. D. M 
luncheons that had mostly waiters for the 
But 1,750 people! That's a differ- 
ent story. Speaking of people, I want next 
to introduce a very special person, well 
known in St. Louis as the display director 
of Scruggs, Vandervoort & Barney, as 
charming as ever, Grace Everest: 

“The program committee had planned far 
convention, but then 


crowd. 


in advance for this 
came the Victory Display plan. 
strategists in war-time on the battle front 
or the front is of vast importanc: 
Like good generals we changed our plans 
Our victory in putting this program over 
depends on your spirit to learn more about 
how you can aid your local city on the road 
to victory. This convention program will 
do the job. I want to thank my committee, 
Bodo Kurgas, Walter Lillie, and I. T. Vier- 
heller for their splendid cooperation.” 

I saw a sign at an amusement park yes- 
terday where my daughter rode the merry- 
go-round and I went around in circles aiter 
the fourth ride. The sign said: “Good tun 
adds morale in war.”” These St. Louis boys 
have never been bashful about the word fun 
when it comes to entertaining the display 
profession. Robert Evans and Ed Ruhlman 
are the co-chairmen of the entertainment 
committee. Here’s what they have to say: 

“First it is the cocktail party on Sunday 
night. Municipal opera on Monday night. 
Tuesday evening you will all go aboard the 
S. S. Admiral for a trip on the Mississipp! 
river—a tire-saving, enjoyable evening you 
won't want to miss. Wednesday will be the 


Being good 


home 
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banquet, floor show and dance which will 
give our committee that opportunity to live 
up to past performances on entertainment. 


Leave it to the committee: Robert Ryan, 
Harvey S. Smith, Frank Beckman, John 
Jasper, Elmer Himmer and Jerry Schwartz.” 


kd Lamprich, of the LaClede Gas Com- 
pany, is head of the reception committee. 


He says: 
“Victory, red, white, and blue and more PARLOR 3 
victory will be the slogan and color theme | ON SECOND FLOOR 








of this convention and that is going to be 

you arrive here. I have gathered together 

the best bunch of hand grabbers in St. Louis. | e e a e ; . 

Take a bow, Claude Braun, Joe Meyer, Paul 

Fehlig, Clarence Geiger, and last but not 

on hand to give you that old Missouri wel- @ NEW WOOD DISPLAY UNITS 

come that has been famous since the cov- 

ered wagons crossed the great river. We 

will be on the look-out for you.” | ® NEW LUCITE CREATIONS 

much to worry about on his job in the past. 

He just called the bus company and _ told ® NEW PLASTIC NOVELTIES 

them what he wanted. This year it is dif- | 
ferent and I am going to let him tell you | 
about it. Orville Liston, how is the horse * AND OTHER AT TRACTIONS 


the spirit of welcome to all of you when 

least, J. R. Pechman. All these boys will be 
The chairman of transportation never had 

and buggy supply in St. Louis? 





“It isn’t funny. Our committee has gone 
into the horse and buggy idea. Yes, even 


the hay-rack one, too. The bus companies | S th oy Pp H M h 
promise us their full cooperation, but as | ee e ew apier ac e 


you know they are taxed to the limit to 
handle the workers in the war plants. Any- | 44 
way, come to St. Louis; my committee, | LAMINATED 
Elmer Fink, Arthur Huigho and Joe Mer- 
curio will get you around even if they have 2 U 8 g E e L j T E 
This is a fair enough offer and display- 
men usually find a way to get around even | 4i 
if it is only within the confines of the hotel. MAN NEQUINS 


to pull the crate, hansom, or sulky by hand.” 
Al Stoops, decorations chairman, has some 








thing to say: 





“The theme is the best color scheme in 
the world. In the days to come it may be 2 ‘ . 
the colors that will unite all peoples of the Adequate stocks insure prompt deliveries 
world, in a better world. My committee 
Jack Frech, Otto Oskani, C. H. Mayer, 


Julius Kanter, A. J. Fitzsimmons, and Q. | 
Maxeiner—will make you proud to be an NA ] i 
American when you see these soul-throb- 


bing decorations. I believe we all will come | 
out of this meeting more patriotic citizens.” | 2 Tae LS aa ] Ty 4 ‘ 

Karl Kneis is working on the photo con- 39 West 37th Street NEW YORK CITY 
test with his co-chairman, Ed Gallegher. 
This is a nice job that, no matter how you 
! spell it, always reads—‘work.” Karl says: 




















“Our committee is as follows: S. Elkan, | 
Ralph Dauer, Jim Hilleman, Rowan Schu- 


-~ Theodore Talisman, and Joe Neef. Silent Salesman You Help Someone You Know 


the photo contest is a lot of work to 


be done right and that is why we have a | STREAMLINE SHOW CASES 














large committee; but anything to put this Send for Catalog 
convention over is minor compared to what | . . - 
visemes “retain wcll centr edly | Detroit Show Case Co., Detroit, Mich. 
the boys on the war fronts are doing for us. 





They are not going to fail out there, so we 























1 
can not fail at anything we do here at 
home.” . | NEW MODERN WALANCES | 
t Paul Kloeris heads the finance committee | Improves Displays 50% | 
with an able staff: Ed Pluth, L. F. Hoil, FREE FOLDER AND . 
, an James M. Kenna. Paul, how is the SAMPLES When You Give to the U 5 0 
ledger, red or black? ; 
6 : ; a Priced as low as 50c ft. 
e lhe finance committee, like some horse Jobbers & Salesmen Wanted 
i races, got off to a bad start, but after using CAMDEN ARTCRAFT CO : 
4 the whip a bit in the quarter we moved i 160 N. Wells St., Chicago Please Mention DISPLAY WORLD 
¢ Into the far turn well in the lead. The | When Writing Advertisers 





































In Stock for Immediate Delivery 


NALCO SURF PANORAMA | | 


(Large and Small Size) 


NALCO BAMBOO POLE 
BACKGROUND 
CORKTEC BACKGROUND 
RUSHTEC BACKGROUND 


—>--e 


SANDSCAPE—CORKTEC 
RUSHTEC—BAMBOOTEC 
PAPERS 
—><e 
ASK YOUR DEALER 








203 EAST 18th STREET 
NEW YORK 


Phone 
GRAMERCY 5-7177 



















MORE POPULAR THAN EVER 


“TECHNICOLOR" 
BACKGROUND PAPER 


Flat Paper in Rolls—36" Wide 
Plain Dullcoat Colors as well 
as Decorated Display Numbers 


FOUR LIVE WIRE PATRIOTIC FEATURES 


(A Beautiful Paper “Wall” 

in Realistic Flowing Wave 

as and F Papers Sold by Over 350 Jobbers 
in U. S. A., Hawaii and Canada 


PAPER CONVERTING AND FINISHING CO. 


1228 W. Kinzie Street Chicago | 


Flag 36”x60” 
Appearance) 












SEE OUR EXCLUSIVE DESIGNS 
Lao 





a fe diesen 
ROOM V-3 I. A. D. M. CONVENTION 


Standard Fixture helps solve your 
display problems for the duration! 
There's no scarcity of selling 
ideas here—come and see our com- 
plete line of Fixtures and Mannequins. 


STANDARD FIXTURE 


DALLAS, TEXAS 











THAYER & CHANDLER AIRBRUSH 


Ra, for the » porticular artist 
rr lian att 


p na we Te, 
ae SrA 


TH: AYER Ch ANDLER 


910 W.VAN BUREN ST., CHICAGO,ILL 
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stretch was merely a matter of stay- 
This race should pay 


home 
ing close to the fence. 
off well.” 

Next comes that blond men’s wear display 
genius who heads the contest judges com- 
mittee, Armand Raining, of Boyd’s: 

“Any contestant who sends in photographs 
assured of a fair and well judged 
contest. Ted Conway and Karl Kneis are 
assisting me and we will do everything 
within our power to select the right men for 
judges and conduct this contest on the high- 
est plane.” 


can be 


The exhibit committee is represented by 
the chairman, Harry B. Larkin: 

“Ed Dutton and Wesley have as- 
sisted me and I am sure that the exhibits 
here will go a long way in 
a display event that will long 


Reid 


that you see 
making this 
be remembered.” 

William Wade heads the registration com- 


mittee, assisted by Robert Ollinik, Raymond 
Imhoff, Harry Seltzer, Howard Biederman, 
and W. R. Smith: 


“We are prepared for a large registration 
due to the national importance of this con- 
You all can be 
hired 


assured of good 


that know 


ference. 


service and I have girls 


how to smile.” 
That smile 
and so are 


business is important these 
so Co-chairmen Ar- 
thur Herderich and Carl Donner, 
by Sol Rosen, Ed Smith, Frank Beckman, 
Jay McMillan, Cecil Holley, Robert Braun, 
and Lynn E. Pavitt are following through 
on this attendance prize With this 
bunch out atter prizes a bomb shelter would 
be the place for a merchant or 
manufacturer. 


days prizes, 


assisted 


angle. 
only sate 


Tom Kenna, president of the St. Louis 
Display Club, says: 
every displayman and 


Louis for the Display 


“IT want to urge 
woman to come to St. 
for Victory conference. The boys have all 
worked hard, as all good A 
these days, and that is why we 
plished so much in such a short time. 
voull be glad you did.” 


mericans should 
have accom- 
Please 
plan to come; 

Now you know why St. Louis has such 
an active display club. Let's have the pub- 
licity director of this Say the 
final word—John Doran: 


conference 


“First I want to thank my committee, Mrs. 
Schroeder, Ed Lauch, Tom Kenna, 
Dave Estes. I also want to mention 
the great rally at the Municipal auditorium, 
with 14,500 retail sales personnel in attend- 
I sincerely believe no display person 
and devoted 
to think 
decides to 


ance. 
interested in his advancement, 
to the cause of victory, will have 
this over very long 
come to this conference. 
the St. Louis Display Club and the 
for Victory invites you to come 
and help our country speed on to victory.” 


before he 
Every member of 
Display 
committee 





Long lliness Claims 
Mrs. Graham Waters 


Following a lengthy illness, Mrs. J. Gra- 
ham Waters died on Monday, May 18, at 
her home in Brooklyn. She was the wife 
of J. Graham Waters, owner of the Mer- 


chant’s Window Decorating Company of 
that city and a former director of the Inter- 
national Association of Display Men. 
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Baseball Trophy Won 
By Hybarger 

Jack A. Hybarger, Leonard's, Fort \\ 
has been named first prize winner in ‘he 
national window display contest cond: 
in conjunction with National Baseball k. 
according to J. G. Taylor Spink, publi. er 
of The Sporting Goods Dealer, sponse; of 
the competition. 

Hybarger’s display was awarded a radio 
trophy and cash. Harry Schoenlaubh 
Brendamour, Inc., Cincinnati, and k 


Mims, Allen & Jemison Company, Tusca- 
loosa, Ala., placed second and third, r¢ 
tively. Despite wartime conditions the 


test drew more entries this year than 


of the past three years. 





Kieffer Donates Cups 
To War Effort 

A large 
Courier-Express was devoted recently to a 
photograph and story about Clem Kietfer 
Jr., display director for The Kleinhans ( 
pany, Buffalo, who generously donated sey- 
enteen handsome cups and trophies in re- 
sponse to the newspaper's request for metals 
to aid the war effort. Clem retained only 
his gold and silver trophies, since the goy- 
ernment need 
The seventeen donated were 
some of the 250 contests in which 
has received awards over a period of years 


part of one page of the Butfalo 


does not these two metals 
prizes won in 


Ki Iter 


Miles Succeeds Patton 
At Flint & Kent 

The appointment of Normal L. Miles as 
display manager for Flint & Kent, Buffalo, 
has been announced. Formerly with B. For- 


man Company, Rochester, N. Y., Miles re- 
places James Patton, resigned. 
To Attend First Convention 
As Head Of Firm 
Mrs. Belle Tunick, who is carrying on 


the display business of her late husband, 
Herman Tunick, 150 Powell street, San 
Francisco, is in New York City on business 
She will return to the coast by way of St. 





Louis to attend the convention of the Inter 
national Association of Display Men. 
Display Factor Takes On 
Air Raid Duties 

John Sills, who now operates The Art 
Products Company showrooms of display 


Detroit, has been made air 


third floor of the La- 


equipment in 
raid warden for the 
fayette building. 











COMING UP! 

Children’s Day—June 20. 

Father’s Day—June 21. 

I. A. D. M. Convention— June 29- 
July 2. 

Independence Day—July 4. 

St. Swithin’s Day—July 15. 

Anniversary of Beginning of First 
World War—July 28. 

Francis Scott Key’s Birthday—August 
9. 

National Aviation Day—August 19. 
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Novel Display Tie-In Brings 
Thousands Of Requests 

Making display tie-in with timely events 
brings manifold results, according to N. T. 
Sedley, president, Fair Trade Merchandising 
Associates, Inc., New York City. He re- 
ports: 

“We install monthly 
1.200 drug stores throughout the metropoli- 
tan New York area and New England. To 
merchandise these displays we furnish the 
druggist with interior display, store pen- 
nants, and 1,000 large four-page circulars 


windows in some 


featuring items in the window, and other 
specials. 

“For the month of May we hit on the idea 
of giving a full page of emergency first aid 
hints in the circular to tie-in with the cur- 
rent fervor on the part of the public for 
first aid instruction. Then the first aid chart 
was featured in a window poster and coun- 
these displays the 


he store 


ter display. Through 
public was invited to come into t 


for the circular and told to place the first 


aid instruction page on the inside panel of | 


the medicine chest in the home. 

“Normally, the stores using our service 
distribute 1,500,000 of these circulars each 
month. Well, here is what the first aid 
chart started: Those stores where windows 
have already been installed—and to date, 
not quite half the 1,200 stores have had their 
May window installations (this is written 
on May 15)—did not have a circular left 
after the first three or four days. 

“To top off the unusually large demand 
on the part of the public itself, a host of 
stores clamoring for quick repeat orders on 
the circular unearthed the fact to us that 
air raid warden posts in their localities had 
hit on the bright thought that every home 
should have one of these first aid charts on 
hand. So these 
flooded their neighborhood stores requesting 
the circulars tor their posts. 

“Up to this last minute I have already 
ordered some 500,000 more of the circulars 
and there is not a doubt in my mind of what 
will happen when the balance of our win- 


eager defense workers 


dows go in and we advise our store mem- 
bers about this air raid warden idea. 

“It all adds up to the fact that the stores, 
whose names are imprinted at the bottom of 
the first aid chart, and those advertisers 
who are featured in window and circular 
will receive a bonus in advertising and pub- 
licity to the public the like of which | 
since Life miscalculated its 
appeal when it first hit the news stands— 
for all told, these 1,500 drug stores will dis- 
tribute well over 2,000,000 circulars, prob- 
ably closer to 2,500,000 before the ball stops 
rolling.” 


haven't seen 





Norbert Austen Forms 
New Company 

\usten Displays has been formed to sup- 
ply a sales and 
service for display products manufactured 
out of town, as well as their own display 
novelties, set pieces, units, fabrics and ac- 
cessories. The firm has opened headquar- 
ters at 1265 Broadway, New York City, 
under the ownership of Norbert H. Austen, 
Who was formerly with the Allied Display 
Materials Company for several years. 


thorough representation 
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Back of your Smartest Displays 


... the slass that bends! 


ye can describe Flexglass as little ree- 
tangles of glass mounted on flexible fabric 

. but, actually, the best description of 
this amazing material is—glamor that 
works for a living! 

Think of what vou can do with the shim- 
mering beauty of Flexglass — glass that 
bends concavely as well as convexly ae- 
cording to your needs! For instance, use 
Flexglass as an arresting background for 
merchandise —as shown in the illustra- 
tion. Or cement it to any hard, smooth 
surface for permanent beauty. 

Choose Flexglass in any of these four 
types: Opaque, Flat mirror, Rolled _pat- 
tern mirror and Metallic. A large range 
of colors available. 


This eye-catching dis- 
play by International 
Silver,ismade evenmore 
arresting by the shim- 
mer and sparkle of the 


White Mirror Flexgfass 
background. This. won- 
der-working glass comes 
in conveniently sized 
sheets—19% x 19%. 





Courtesy of International Silver Ce 


Flexglass will bring to life new ideas for 
vour displays. It is both practical and beau- 
tiful—and smart as a Fifth Avenue store! 

Send for Free Color Chart and name 
of distributor nearest you. 





* * 
Modern Interior Wood Treatments are pos- 
sible at low cost with FLEXWOOD. Genuine 
wood, fabric-backed. Strong and durable, 


yet bends around a pencil. 








The Glass That Bends 


CO R r., 105 Park Avenue 


New York, N. Y 





UNITED STATES PLYWOOD 





y > x 
PRE-WAR VALUES 
28x44, 14-ply white showcard board $11.50 hun. 
28x44, 14-ply, asst. colors, showcard board $14.75 hun. 
22x28, 6-ply, clay coated 2 sides 

$4.75 hun.—$43.00 thou. 


Cardboard of Every Description 


MURRAY TOLL, 922 Filbert, St., Phila, Pa. 


MADISONIA 


Manikin Refinishing 
795 BROADWAY NEW YORK CITY 


Management Florence Laurence 
Formerly with Cora Scovil-Vazah 


FAST SERVICE - LOW PRICES 
WRITE For FREE Booklet on 
the Care of Manikins 





CARSTENITE 
(Actual Wood, Resin Fused to Masonite) 
The Ideal Display Material 
eSigns @ Backgrounds 
@ Fixtures 


@ Displays 
Send for free Sample and Literature 


: 228 NO. LASALLE ST. 
Carstenite Sales “* CvickGo. itt. 








USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$2.00 Per Column Inch — CASH WITH ORDER 
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FIELD'S "VICTORY CENTER" 
[Continued from page 38) 


“The north and south walls of the room 
were painted red. The east and west walls 
were in gray. The entire ceiling was painted 
out into a very dark blue. The cloud shapes 
were painted a lighter blue. 

“The mural map, which was stretched a 
trie in width to make it cover as much 
space as possible, identified the various 
continents and islands, as well as locating 
the various theatres of war. Mountain 
areas on the maps were obtained by using 
different size cubes, fastened to the sur- 


face to give a three-dimensional effect. 
These particular areas were sprayed to se- 
cure highlights. Toy ships were used in 


the various ocean areas, while tanks and 
field pieces served to indicate theatres of 
war on land. A ticker tape system was in- 
troduced on one section of the map, with an 
actual wire coming in from the telephone 
company; this gave us world news events 
as rapidly as possible after their occur- 
rence. The tape was in constant motion. 

“All wall areas on which the photo blow- 


The DISPLAY PARADE 


NO. 39 


DISPLAY WORLD 





ups were used, as well as all panel areas 
projecting from columns, were illuminated 
This light was con- 
cealed behind the strips which projected 18 
Since no 
reflectors were used on the lights, each tube 
illuminates both upper and lower wall areas. 

“A series of small planes hung from the 
These were actual models of 
manufacturer 


with fluorescent light. 


inches from the walls or panels. 


cloud shapes. 
planes secured from a_ toy 


and were suspended in flight formation. 


“The entire room was built and painted 
It was completed within ten 
carpenter work, 
the electrical and painting work, but in- 
stallation of all displays and the painting 


‘on the job.’ 
working days—not only the 


of the mural map. 


“The exact center of the room is used as a 
booth at which War Bonds and Stamps are 


sold.” 





Roosevelt's Desk ''Gadget"’ 
Made By Display Firm 


A recent photograph of President Roose- 
velt at his desk showed a small figure of 
Hitler in a stooping position, with the con- 


—by Tony Brinker 
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Thowsies ... sports, 
PARTICULARLY BASEBALL. 
UKES To RIDE, PLAY GOLF 
AND BOWL ... AT WHICH Ws 
AVERAGE \sI57__ 
ONE OF WE TOPMosT 
CASPLAY DIRECTORS IN 
TRE COUNTRY, HE LKkES 
WS FUN WHEW We CAN 
WAVE vt 


v.E. 


DISPLAY DIRECTOR, 
RIKE -KUMLER CO, 
DAYTON, OHIO 


see DOING AN 
OUTSTANDING JOB. 


DISPLAY 
™ 












































os WS DGPLAY CAREER BEGAN WITH THE 
UNION CO., COLUMBUS, OWG,IN 1921 UNDER 
“TWE ABLE ‘DIRECTION OF CARL AMLROTH _. 
SPENT SIK MONTHS WA SPECIALTY SHOP In 
ss re apr - Vm runne EAST AND SOINED 
Uru! WWERE WE WAS BEEN ® 
S\MCE ... OSPLAY MANAGER THE PAST TURES YEARS. 
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venient protuberance serving as a pin \ 
ion. The novelty was made by a dis; Jay 
firm, Bassons Dummy Products Comp iny. 
57-02 48th street, Maspeth, New York ( ity. 
as a reminder of our national feeling toy ard 
World Enemy No. 


Bleecker Called 
For Army Duty 

Robert Bleecker, former sales manager oj 
Bonafide Display & Decorating Company, 
New York City, was inducted into the my 
in May. He is now Private Bleecker, sta- 
tioned at Fort George G. Meade, in Mary- 
land. 


Business Meeting 
For Chicago Club 
The Chicago Display Club met the evening 
f June 8 at the Hotel Sherman for a busi- 
ness session. Information on the forthcom- 
ing convention of the International Associa- 
tion of Display Men, in St. Louis, furnished 
one of the subjects discussed. The meeting 
closed with motion pictures of war scenes, 
and refreshments. 


Woodland Estate Purchased 
By Joe Maharam 


Joseph Maharam, head of Maharam Fab- 
ric Corporation, New York City, has bought 
the former Ely estate property in Norwich, 
N. Y. The estate has eighty-three acres oi 
woodland in the Chenango river area, with 
a log cabin and private lake. 















Promotion For Dandeneau 
At Boston Store 


Al J. Dandeneau has been made display 
manager of the Boston Store, Providence, 
succeeding Phillip P. Dorsey, 
Dandeneau was formerly first assistant to 
plans have not been an- 


resigned 
Dorsey, whose 
nounced. 
Victory Display Department 
Opened By Allied 

A “Victory display department” 
opened by Allied Display Materials, Inc., 
now in larger quarters at 65 Madison ave- 
nue, New York City. Production of the 
department includes stars, eagles, “V's,” and 
many materials in national colors. 

The firm's complete line will be shown 
at the International Association of Displa) 
Men convention in St. Louis. 








has been 


Goodman Offers 
Motion Flag Unit 
Two American flags in continuous motion 
are being featured by the Goodman Flexible 
Sleeve Form Company, 19 West 34th street 
New York City, in a unit said to be entirely 
new in principle. The device operates on 
either alternating or direct current. [/lus- 
trated folders are available on request. 








Don’t forget—send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where. 
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Next to the Stars and Stripes . . . 
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AS PROUD A FLAG AS INDUSTRY CAN FLY 


lr doesn’t go into the smoke of battle, but 
wherever you see this flag you know that it spells 
Victory for our boys on the fighting fronts. To 
everyone, it means that the firm which flies it has 
attained 90 percent or more employee participa- 
tion in the Pay-Roll Savings Plan . . . that their 
employees are turning a part of their earnings 
into tanks and planes and guns regularly, every 
pay day, through the systematic purchase of 
U. S. War Bonds. 


You don’t need to be engaged in war production 
activity to fly this flag. Any patriotic firm can 
qualify and make a vital contribution to Victory 
by making the Pay-Roll Savings Plan available 
to its employees, and by securing 90 percent or 
more employee participation. Then notify your 
State Defense Savings Staff Administrator that 


Signifying 90 Percent or More Employee Participation in the Pay-Roll Savings Plan 


you have reached the goal. He will tell you 
how you may obtain your flag. 

If your firm has already installed the Pay-Roll 
Savings Plan, now is the time to increase your 
efforts: (1) To secure wider participation and 
reach the 90-percent goal; (2) to encourage 
employees to increase their allotments until 10 
percent or more of your gross pay roll is sub- 
scribed for Bonds. “Token” allotments will 
not win this war any more than “token”’ resist- 
ance will keep our enemies from our shores, 
our homes. If your firm has yet to install the 
Plan, remember, TIME IS SHORT. 


Write or wire for full facts and literature on instal- 
ling your Pay-Roll Savings Plan now. Address 
Treasury Department, Section D, 709 12th St., 
NW., Washington, D. C. 


Make Every Pay Day “Bond Day" 





vs. WAR Bonds «+ Stamps | 





This and is a Contribution to Victory by DISPLAY WORLD 
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"Dim-Out" Method 
Cuts Down Reflection 


Displaymen in coastal cities concerned 






with the reduction of sky-glow will be in- 





terested in a new and simple method of 
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Free Color Photos And Blow-Ups 
Offered For Display Use 


\ striking series of color photographs 


and rotogravure photographs of Royal Air 


Force activities will soon be made available, 
free, to department stores for display use. 
One or two blow-ups of the most striking 
shots will also be furnished, according to 
Flying North Michi- 


gan avenue, Chicago. The material is sched- 


magazine, of 540 


uled for release so as to arrive on August 
7 and will be sent to displaymen requesting 
the series from the address given above. The 
only requirement for its use is that a credit 
line be given to Flying as the source of the 
material 























































“dimming out” lighted store windows to 
prevent the glare and reflection which con- 
tribute to this objectionable condition. De- 
veloped by Consolidated Edison Company 
of New York, the device is illustrated in 
the “before and aiter” photographs. 












One show window of the company’s offices 
is now equipped with a curtain which allows 
passersby to see the display nearly as clearly 






as ever, and yet which successfully elimi- 





nates objectionable reflection on the = side- 





walk and light which contributes to sky- 
glow. Special tests of the dim-out curtain 
were made with light meters, placed against 
the display window at fifteen different 
places, and the readings showed that the 
light was reduced an average of 75 per cent. 

The screen is of black cotton marquisette, 
suspended from a roller at the top of the 
The material is readily available, 












window. 





and no metal or other critical materials are 






involved. The company does not intend to 





patent the idea, and hence all stores are 





free to use it as desired. 






Both pictures shown here were taken from 





exactly the same spot. The apparent differ- 





ence in the size of the window is due to the 





dimming out of’ “spill” light. 








Coy, Disbrow Founder 
Is Dead; Age 65 

Robert Henry Coy, founder of Coy, Dis- 
brow & Co., 686 Greenwich street, New York 
City, died at his home on May 23, aged 65. 







He was president and general manager of 
the firm, which is well known in the display 
field. He is survived by the widow, a son 
who is an ensign in the United States Naval 
Reserve, a daughter, and a brother. 
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—Above are two excellent examples of three- 
dimensional displays being distributed currently 
by Frank & Mayer, neckwear manufacturers, St. 
Louis. The pieces are done in screen process— 








Tom Lee Commissioned 


In Camouflage Section 

Tom Lee, display director of Bonwit 
ler’s windows and interior for the past 
years, has left to join the army as a first 
lieutenant in the Camouflage Section of +} 
Air Corps. He will go first to Pasa 
Calif., to take a special course at the | 


tute of Technology there. His duti it 
the New York store will be taken ov: 
Edward H. Ballenger, his assistant: $$ 


De Alva Stewart, who has been the dispiay 
cepartment’s stylist, will assist Balleng 

Lee spent two years in Australia, d 
store design work, before joining Bonw it's 
Prior to that time he was with R. H. Macy 
& Co., Inc.,. New York City. 


Silvestri Takes Over 
Four-Story Building 

After forty years in business, the last ten 
of which were spent at 1222 West Madison 
avenue, Chicago, the Silvestri Art Mig 
Company has moved to a new location at 710 
West Washington street in a modern four- 
story building which provides the firm with 
£0,000 square feet of space for a much- 
needed expansion. New showrooms are be 
ing arranged at present, with ample space 
to show the firm's large line of plaster dis- 
play materials, novel wood sheets, and the 
like. One hundred and sixty-two truckloads 
of moulds and finished pieces were involved 
in the removal. 

The firm is under the direction of George 
Silvestri and Bernard Gorman. 





Army Camouflage Work 


For James Buckley 

Formerly in charge of display for Saks- 
Fifth Avenue, Detroit, and prior to that time 
with the same firm in Los Angeles, James 
David Buckley has entered the U. S. Dis- 
trict Engineers, War Department, specializ- 
ing in camouflage work. 

Franklin S. Benson, in charge of interior 
display for Saks’ Detroit store since the new 
firm opened in 1940, has been appointed dis- 
play manager. 





Thwaite Elected President 
Of Lithographers 


At the thirty-seventh annual convention 
of the Lithographers National Association, 
held at the Edgewater Beach hotel, Chicago, 
Milton P. Thwaite, Dennison & Sons, Long 
Island City, N. Y., was elected president of 
the group. Vice-president and_ treasurer, 
respectively, are Louis Traung, Stecher- 
Traung Lithograph Corporation, San Fran- 
cisco, and George C. Kindred, Kindred- 
MacLean & Co., Long Island City. 





Local VDC Chairmanship 
For Frank Bingham 

Frank Bingham, display director, Robert- 
son Brothers, South Bend, has been tendered 
the Victory Display Campaign chairmanship 
for his city and has accepted. He reports 
that local merchants are very cooperative 
and that most of them have been signed up 
to set aside regular display space for the 
war effort. A big rally is planned for South 
Bend during the third week in June. 
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Cincinnati Displayman 
Reports On Army Life 

Farl Schube, who was display manager 
for La Mode, Cincinnati, until his induction 
into the army several months ago, writes 
from Fort Eustis, Va., that he is finding 
army life very enjoyable. On May 25 he 
was made a first line corporal after serving 
as acting corporal since his second week in 
the army. After completing a course in ad- 
vanced training, Schube is to be sent to 
Camp Edwards, Massachusetts. 





Macy's Merchandise Presentation 
To Be In Charge of Allen 


In future, all merchandise presentation for 
R. H. Macy & Co., New York City, will be 
under the direction of Leigh Allen, for- 
merly interior display manager. Allen, after 
seven years with the firm, is now assistant 
to William Howard, publicity director. Jack 
Foley, assistant to Irving Eldredge, who has 
charge of window display, takes over the 
supervision of interior display. 


Son And Heir 
For Alvin Couch 


A letter from Alvin Couch reports the 
birth of a son on May 13, weight 8 pounds 
6% ounces. While Couch’s letter states that 
he is the new display manager “here at 
Bond's, replacing Frank Howell, who is 
now at Bond's, Memphis,” he neglects to 
mention what city he is in. Our congratula- 
tions, anyway. 


Leavitts To Celebrate 
Twenty-Fifth Anniversary 

The twenty-fifth wedding anniversary of 
the Murray C. Leavitts will be celebrated on 
June 24. Leavitt has been in charge of the 
window display department of American 
Safety Razor Corporation, Brooklyn, for the 
past twenty-two years. 





Larger Quarters 
For Prop Shop 

\. Robert Schoen, head of The Prop Shop, 
has announced the addition of much larger 
space to the firm’s headquarters at 142 East 
32nd street, New York City. The company 
furnishes backgrounds and unusual display 
novelties on a rental basis. 





—John Courtney, Sears, Roebuck & Co. State 
street store, receives from J. Pollari, president of 
the Chicago Display Club, the low gross trophy 
at the club's first golf tournament of the season. 
Mrs. A. Hanson won the corresponding prize for 
the ladies— 
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Never A TACK SWALLOWED! 
Tackspitting — tacks-in-mouth —is out-of-date. 
Besides, it's DANGEROUS! Mechanical "“tack- 
spitting'’ with the Hansen Tacker is up-to-dcte. 
Besides, it's SAFE! 


Never A THUMB SMASHED! 


No thumb-smashing with Hansen Tackers. They do precision 

driving—insuring accuracy and neatness. Hammer blade hits 

squarely on Tackpoint. NO DENTS. NO MARRING. 
Never A TACK STEPPED ON! 


No Tackpoint wasted and none to step on! All of them 
are held securely inside the Hansen Tacker. All are dis- 
pensed one-at-a-time. All work without waste—SAFELY. 


A.L. HANSEN MFG. CO. 


5041 RAVENSWOOD AVE. CHICAGO, ILL. 
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Satin-Glo Display Fabrics, as the name _ wide selection of splendid colors. Also a 
implies, are beautiful satin-like fabrics full range of lovely Art Tones in solid 
with soft, glowing finishes that make richly _cclors and soft, lustrous finishes. A ver- 


distinctive settings. Four striking embossed __satile and popular family of fabrics that 
designs—large and small patterns—in a meets every modern display requirement. 


COLUMBUS COATED FABRICS CORPORATION 
Dept. DW-62 Columbus, Ohio 
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FEATHER-WEIGHT 


MANNEQUINS 


SEE US— 
BOOTH 35 


These unusual 
figures offer 
durability and 
high quality, 
despite their 
light weight 
and low cost. 
Designed espe- 
cially for high- 
er-type depart- 
ment store and 
specialty shop 
use. 


Write for Photos 


DISPLAY MANNEQUIN, Inc. 


257 WEST 17th STREET NEW YORK 
CHICAGO: Smiley & Co., 234 S. Franklin St. 
MONTREAL: Modern Display Fixtures, 

460 St. Catherine St., West 











Bulkton Seamless 
107" Wide 


A Complete Line of New Fall Colors 


Atlantic Sand 
Victory Gold 
Panama Aqua 
India Copper 
Pacific Green 
Pursuit Grey 


Anzac Beige 
Andes Emerald 
Alaska Blue 
Commando Blue 
Gunpowder Black 
Honor Gold 


Bulkley, Dunton & Company’s 
New Colors in Stock for Immediate Delivery 


Distributed by 


GARRISON-WAGNER COMPANY 


Manufacturers—Importers— Distributors 
1627 LOCUST ST. ST. LOUIS, MO. 
Chicago Showroom—326 West Adams 








AIR BRUSH 
CATALOG 


THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 


Send for the 


“In 1891 
we 
made 
the first 
one” 





WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
$14 N. Eutaw St. Baltimore, Md. 











““FLAME-GLO” 
FLUORESCENT PAINT 


Many Vivid Colors. Write for Details. 


Ww > 
FLAME-GLO CO.Inc. Niw" fone’ ‘cite 
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Louisville Displaymen 


Organize Club 


The displaymen of Louisville have formed 
display club, including the Falls 
Mac Harth, For- 
Louisville. The 
meeting was held on June 3, at the 
Retail Merchants Association. During the 
meeting the local Victory Display 
mittee was organized, with Menno Hershey, 


sythe Display Service, of 


com- 


| display director for the Stewart Dry Goods 


Hershey was also 
the club. 

Harth states that all displaymen present at 
meeting 100 per cent 


drive. 


the organization are 


Stroock Appointed Distributor 


| For "Ragikins” Line 


national distribution of “Ragikins,” 


The 


| a new and interesting line of strong, flexible 


which are already 
appearance in a number otf 
has been undertaken by 
Company, Inc., 500 West 
New York City. The line is 
manufactured by the Ad-lin Studios. Full 
details are obtainable from Stroock Display 


dolls ot kapok 
their 
stores, 


Display 


leading 
Stroock 
Street, 


Company. 





Nalco Releases Circular 


On Seasonal Material 

A new circular describing the firm’s sea- 
sonal display papers, including seascapes to 
seasons, has 
Inc., 203 East 18th 
Copies will be sent 


covering all 
been issued by Nalco, 
street, New York City. 
to this address. 


snowscapes and 


on request 
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Window Display Evaluation 
Based On Different Methods 

The fact that window display evaluat 
is hased on widely different methods in \ 
pointed out recently i: 
thesis by a University of Tennessee se: 


ous stores, as 
will come as no surprise to displaymen. 
student, Wilma Jackson, two ki 
ville firms’ methods as examples of | 


cites 


conditions : 

“S. H. George & Sons have their wind 
set by departments. Of the nineteen 
dows, only three are ‘flexible; that is, t 
three windows are given to minor dep 
ments for displays. In this 
charged by square feet and prorated to 1 
various departments. 

“Miller's uses almost an opposite method 
All display expense is charged to the displa 
department and is not prorated at all.” 


store, rent 


Boston Stores Ordered 

To Dim Display Lights 

the drastic blackout ord 

vet issued covers the Boston territory, pri 
that all must be 


that than a 25-watt 
used in a 


One of most 


viding windows 
dimmed 
bulb 


Merchants are said to be considerably per- 


upper 
not more 
display 


andl 
may be window, 
turbed over the expected decrease in busi 


less. 


"Display Ideas" Is Title 
Of Dennison Booklet 

The Manufacturing 
Framingham, Mass., has issued a tree book 
iet entitled “Display Ideas,” copies of which 


The 


Dennison Company, 


will be sent on request. featured ma- 


terial is crepe paper. 
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—'"Jackson over-sold the boss 


on the convention, so he's going instead!"— 
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FAMOUS ARGENTINE ARTISTS 
CREATE DISPLAY SERIES | 


[Continued from page 20] 

the lower left is a window by Jorge | 
Larco, who is not only a painter of extra- 
ordinary merit but is also an outstanding 
theatrical designer. He is responsible for 
many exceptional stage sets and is very 
highly considered. The display depicts the 
story of Cinderella against a background of 
gray clouds, blue sky anl silver stars. 

At the lower right is seen the work of 
Raquel Forner, one of the most vigorous of 
Argentine artists and possibly the most im- 
portant woman painter in South America. 
She has studied in Paris, where she received 
medals and prizes. The display itself is a 
blaze of color intricately and harmoniously 
combined. The two outside panels are fig- 
ures painted by the artist, with appliques of 
jewelry and sequins. The two inner panels 
show gloves attached by large gold-headed | 
pins. The panel under the center figure | 
shows an ingenious arrangement of evening | 
slippers. The center figure behind draped 
yellow silk curtains has ten arms of differ- | 
ent colors holding jewelry, bags, and so | 
forth. The head is draped with tulle scarves | 
in different colors, while the torso is garbed 
in a “coatee” of colored sequins. 

The themes of the other artists are equally | 
interesting. One by Raul Soldi, who re- | 

| 





cently returned from a very successful tour 
of the United States, showed imported 
knitwear draped on modernistic figures cut | 
from cardboard and looking from windows | 
in an island fortress. The Union Jack floated | 
in the breeze from an electric fan. The island 
was carried out in skeins of wool in shades 
of blue. 

Emilio Pettoruti did a fabric display for 
the series. Pettoruti is one of the most 
outstanding cubist painters in the world. 
The United States government recently 
called him for the purpose of exhibiting 
his work in the most important cities of 
North America. He is the director of the 
La Plata National Picture Gallery. In his 
display, floor and background were carried 
out in fabrics in dark colors, forming a 
futuristic design. A figure made of plywood 
was covered with different fabrics with yel- 
low tones predominating. A large red ball 
was placed to throw a shadow on the figure. 

Another window was the work of Enrique 
de Llarranaga, who has received the high- 
est awards for paintings in Argentina, 
France, and Spain. His work is outstanding 
for its brilliant color. His setting showed a 
magician conjuring up fabrics to be made 
into gowns. 

The two remaining windows were done by 
Hector Basaldua and Gonzalo Leguizamon 
Pondal. Basaldua (head stage designer at 
the famous Colon Opera House) used three 
panels surrounded by tulle in pink, blue, and 
Pastel green and set against a white back- 
ground. Three pieces of lingerie were 
draped on drawings by the artist. 

Pondal, who has been awarded the Gran 
Premio de Honor by the Argentine govern- 
ment for his sculpturing, used white plas- 
ter stars against a dark blue background. 
A scroll screen of plywood, painted white, | 
Was softened by hidden colored lights. <A | 
hgur: designed and executed by the artist | 
stoo’ on a floor of mirror parquet. 
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DESIGNS FOR VICTORY! 


THREE-DIMENSIONAL PAPER 
SCULPTURE DISPLAYS FOR 
VICTORY PROMOTIONS, 
SCHOOL AND COLLEGE, 
FALL, CHRISTMAS, ETC. 


SEE US AT THE 1. A. D. M. 
CONVENTION, BOOTH No. 39 


CONSULT US FOR UNUSUAL 
DISPLAY IDEAS. 


15 EAST 22ND ST., NEW YORK 



















































| SUMMERY APPEAL 


| with 


EATON GRASS MATS 


You'll reinforce the eye-catching power 

of your summer merchandise with 
| fresh, new Eaton Grass Mats. These 
velvety smooth, close-cropped mats 
with their just-like-real-grass appear- 
ance show off all types of goods to 
advantage—turn passers-by into cus- 
tcmers. It’s a proven fact—try it and 
see. Eaton Grass Mats are economi- 
cal, easy to use and give long serv- 
iceability. Order today from your 
display-jobber. 


EATON BROTHERS CORP. 


HAMBURG, N.Y. 
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USE THE COSTUME, PATRIOTIC, PERIOD and 
OPPORTUNITY EXCHANGE Latest Style WIGS 


For any WANT AD purpose: 








POSITION WANTED POSITION VACANT AT POPULAR PRICES 
DISPLAY EQUIPMENT FOR SALE Also Complete Line of Wiggers Supplies 
paar tegen pel ARRANJAYS WIGS 
SS a ae See . 32 West 20th St., Dept. D, New York City 
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ew York Display Factors 
Discuss Victory Program 


Factors in the display industry of metro- 
politan New York, forty strong, met at the 
Commodore hotel on Wednesday, June 5: to 
hear a complete presentation of the program 
of the Victory Display Committee. The 
meeting was called by Al Bliss, Bliss Dis- 
play Corporation, in behalf of Trowbridge 
H. Stanley, L. A. Darling Company, Bron- 
son, Mich., chairman of the manufacturers’ 
division of the V. D. C. 

The meeting was called to order by Bliss, 
who introduced Stanley, who did an out- 
standing job in explaining all phases of the 
Victory display program, emphasizing that 
the success of the entire venture is de- 
pendent upon the enthusiastic participation 
of the manufacturers in providing the neces- 
sary displays and related accessories to 
carry out the approved themes. He empha- 
sized the fact that the spirit of fair play 
would dominate all plans so that no par- 
ticular group of manufacturers would have 
any advantage over another. To make the 
plan workable it was planned to release to 
the manufacturers all approved display 
themes twelve weeks before the scheduled 
date, providing ample time for making mate- 
rials available. In case of quantity displays 
to be produced by lithographers and others, 
the themes will be released, if possible, six- 
teen weeks in advance. 

A special 8:30 breakfast meeting for dis- 
play manufacturers has been called for 
Tuesday morning, June 30, at the I. A. D. M. 
convention, at which time problems peculiar 
to this part of the field will be discussed. 

Stanley outlined many reasons why the dis- 
play industries should wholeheartedly par- 
ticipate in the program, among them being: 
(1) Help win the war. (2) Save display dur- 
ing a difficult period. (3) Provide an estab- 
lished market. (4) Unify the display indus- 
try. (5) Obtain more recognition for dis- 
play. (6) Coordinate the interests of display 
manufacturers and the profession. 

He emphasized the fact that the Victory 
Display Committee is a voluntary organiza- 
tion and will have to finance itself and that 
manufacturers will necessarily have to con- 
tribute an equitable share of operating ex- 
penses. “It is too early to know what the 
costs will be,” he said, “and, therefore, not 
feasible to announce any plan of financing 
through industry participation. This will 
be reported later through the finance com- 
mittee which will work out the most prac- 
tical plan for financing the entire program.” 

Leslie Lear, Washington contact man for 
the Victory Display Committee, was then 
introduced and thoroughly explained the en- 
tire program, exhibiting several hundred let- 
ters from prominent displaymen who have 
accepted the chairmanship of the V. D. C. 
campaign in their respective cities. There 
followed a general discussion in which 
nearly everyone present participated, and 
from which a very definite idea of all prob- 
lems was brought out. 


The meeting was well attended, excited 
intense interest and augurs well for the suc- 
cess of the program. A visitor at the meet- 
ing was N. Silverblatt, manager, DISPLAY 
WORLD, who emphasized the opportunity 
for display at last to have a motivating 
force for a complete cooperative and unified 
display effort. 

Immediately following this session, local 
retail displaymen met to discuss the Victory 
Display Committee program, with Irving 
Eldredge, display director for R. H. Macy & 
Co., presiding. A brief resume was given 
of the origin and aims of the original New 
York War Display committee, first headed 
by Tom Lee, Bonwit Teller, until he went 
into the army, and then by Albert Bliss, 
Bliss Display Corporation. It was explained 
how this group had surveyed the field of 
government display and had concluded that 
a better job could be done, and then had 
proceeded to do it. The War Displays com- 
mittee designed the now familiar “Uncle 
Sam's Hat” poster and through the coopera- 
tion of display manufacturers some $4,000 
worth of these posters were made up and 
installed in empty store windows and in 
small shops through Manhattan and Brook- 
lyn, at no expense to the government. 

It was further explained that that phase 
of the New York committee's efforts was 
coming to a close, with Washington spon- 
soring a nation-wide movement under the 
Victory Display Committee. The functions 
of the V. D. C. were outlined, after which 
Carl V. Haecker, assistant sales promotion 
manager of W. T. Grant Company, was 
introduced by Eldredge. Haecker compli- 
mented the New York group for their past 
work, and commented on the opportunity for 
service in the V. D. C. movement. 

Trowbridge Stanley, president, L. A. Dar- 
ling Company, Bronson, Mich., and chairman 
of the manufacturers’ group of the V. D. C., 
spoke briefly. He said, in part: “I represent 
the manufacturers who haven’t your facili- 
ties for ideas, but who, when you display- 
men give them to us, stand ready to make 
items to tie in with your ideas. My job is 
to see that the manufacturers of every type 
of display material receive information on 
these things in sufficient time to produce, 
manufacture, and distribute to you people 
who can use them. Paper manufacturers, 
mannequin manufacturers, ex-metal display 
manufacturers — everyone who has a non- 
strategic material in which he can work is 
pledged to do his best to cooperate.” 

Leslie Lear, head of the V. D. C. Wash- 
ington office, outlined in more detail the pro- 
posed nation-wide program. At the con- 
clusion of his remarks, Dana O’Clare, dis- 
play director, Lord & Taylor, pledged the 
best efforts of the New York group. 

Among those present were the following: 
R. White, Abercrombie & Fitch; Irving 
Blum, Alexander’s; Frank Sauter (for Louis 
Villela), B. Altman & Co.; Philip Rosen, 


American Federation of Labor, Local | 
Irene Bender, Associated Merchandis 
Corporation; H. Radus, Ludwig Baumai 
H. Carlton (for G. Squarey), Best & ( 
Joseph Dultz, Bloomingdale’s; Henry G: 
A. de Pinna Company; Jean McLai 
Fitth Avenue Association; Carl Haeck 
James Gosling, Franklin Simon & Co.; J, 
Jaffee (for L. Maletich), Gimbel Brothers 
and Saks-34th Street; Harry Dietzel, Hearn 
Department Stores; Pauline Alisch, Hecht 
Brothers; Richard Jones, Lucien LeLong, 
Inc.; Mrs. Rose Van Sand, Lerner Shops; 
Dana O’Clare; George Wells, James Me- 
Creery & Co.; A. Hvorslev, Ohrbach’s ; Rob- 
ert Pichenot, Oppenheim Collins & Co.; Clif 
ford Fish, Ovington’s; Albert Woelky, A. 
Schulte Company; Benno de Terey, W. & J. 
Sloane; Louis Panzica (for E. Nelson), 
Stern Brothers; A. Colt, Tailored Woman, 
Inc.; F. Krick, John Wanamaker’s; Kath- 
leen Rivers, Worsinger Window Service. 
V. D. C. Board Of Governors 

Meets In Chicago 

The Board of Governors officially launched 
the national organization of the Victory Dis- 
play Committee campaign at their initial 
executive meeting in Chicago’s Bismarck 
hotel on June 6. 

The Board of Governors, consisting of 
twenty-one of the nation’s outstanding dis- 
play and retail store executives, pledged 
their services and talents to the United 
States at war. They completed and ap- 
proved final plans for the Victory Display 
campaign, a nation-wide program of retail 
window displays organized to bring govern- 
ment-requested messages to the people 
swiftly and effectively. 

Appointed by L. S. Janes, national chair- 
man of the Victory Display Committee and 
display director of Sears, Roebuck & Co., the 
executive members of the Board of Gov- 
ernors are: Carl V. Haecker, chairman, dis- 
play director, W. T. Grant Company, New 
York City; George W. Westerman, vice- 
chairman, display director, Commonwealth 
& Southern Corporation, Jackson, Mich.; 
Robert MacKenzie, financial vice-chairman, 
president, Old King Cole, Inc., Canton, 
Ohio, and F. J. Panian, assistant treasurer, 
merchandise auditor of Sears, Roebuck & Co. 

At virtually the same time this meeting 
was held, Henry Morgenthau, secretary of 
the Treasury, appointed 450 displaymen to 
serve as local chairmen for the Victory Dis- 
play Committee. These men, chosen for 
their proven ability, will be responsible to 
the Board of Governors for all govern- 
mental display activities of their local com- 


mittees. 


Stuhre Recalled 
To Army Duty 

Released several months ago from _ the 
army because of the “over 28 years old” 
ruling, Charles Stuhre has been recalled. 
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“Peace Plan” 
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esults 


From New York Parley 


\ suggested program of alternating con- 
ventions at New York and Chicago and in- 
dustry participation in their management 
resulted at a meeting of members of the 
National Association of Display Industries 


with J. B. McCann, president, and John L. 
King, managing director, of the Inter- 
national Association of Display Men. The 


meeting was held at the Hotel New Yorker, 
Thursday, June 4, and was well attended, 
being fully representative of the entire dis- 
play industry in the New York metropolitan 
area. 

Ralph W. Adler, Jas. B. Williams, Inc., 
president of the N. A. D. L, in opening the 
meeting stated very clearly that it was un- 
fortunate that the impression prevailed that 
the manufacturers’ association was antag- 
onistic to the I. A. D. M., adding that this 
was untrue and was mistakenly assumed 
from the fact that some manufacturers 
cided not to exhibit at the St. Louis con- 
vention because of economic reasons. Adler 
assured the I. A. D. M. officials that the 
manufacturers’ association is interested in 
the welfare of the I. A. D. M. and its mem- 
bership, which as a whole constitutes its 
clientele. 

Speaking for the I. A. 
stated that there was no 
closest harmony could not between 
the trade generally and the association. He 
then introduced John King, whom he stated 
might discuss the matter in more detail. 

King mentioned that the dissension of the 
New York display manufacturers to the I. 
A. D. M. program was common. gossip 
throughout the country. Fully realizing that 
the greater bulk of the I. A. D. M. income 
is derived from the participation of manu- 
the annual convention, King 
would entertain a presentation of 
the manufacturers’ views in regard to the 
existing differences. 

Al Bliss, Bliss Display Corporation, stated 
the case for the manufacturers very clearly, 
emphasizing that it was absurd to believe 
that the 


de- 


Db: M., 


reason 


McCann 
why the 
exist 


facturers in 
said he 


manufacturers were antagonistic 
to the I. A. D. M.—or, in other words, at 
odds with their customers. He said that 


the decision to exhibit at the St. Louis con- 
vention or any such event must be decided 
upon a strictly business basis and it was 
Just such a consideration that prompted his 
decision and other non-exhibitors from the 
New York area. “An exposition being a 
Strictly business venture from the standpoint 
of the trade, its location and management 
should be participated in equally by the 
display manufacturers and the I. A. D. M..,” 
Bliss said, and presented the following reso- 
lution: “It is the wish of the manufacturers 
to have an annual display exhibition, the 
next to be held in New York and the fol- 


lowing one in Chicago and to alternate in 
like manner in succeeding years. The man- 
agement of each exhibition to be in the 


hands of a committee, one-half to be com- 


posed of display manufacturers and one-half 
D. M. representa- 
tives, who will establish general rules for 
the conduct of same.” 


to be composed of I. A. 


In the discussion that followed by all 
present, it was evident that there prevailed 
the friendliest of feelings between the manu- 
facturers’ association and the I. A. D. M. 
McCann and King seemed much impressed 
and the latter commented that he 
pleased to learn at first hand that the dis- 


Was 


sension was grossly exaggerated. King 
said he would recommend to the board of 
directors of the I. A. D. M. the immediate 


adoption of the manufacturers’ plan, on 
which he would endeavor to obtain approval 
before the June 28 convention by mail vote. 
\ccordingly the resolution was passe‘. 

At this meeting there were present Trow- 
bridge H. Stanley, L. A. Darling Company, 
Bronson, Mich., chairman of the manufac- 
turers’ division, Victory Display Committee; 
Leslie Lear, Washington representative, Vic- 
tory Display Committee, and N. Silverblatt, 
manager, DISPLAY WORLD, all of whom 
were called on for comments. 

Subsequently the resolution was formally 
sent to John L. King, and the following 
letter to the I. A. D. M.: 

“The purpose and plans of the National 

Association of Display Manufacturers are to 
foster and develop in every way possible the 
future of the display business, and to en- 
courage and cooperate in every possible way 
with all individuals and organizations who 
are in any way affiliated in the display field. 
We sincerely trust that in this purpose we 
will have your complete encouragement and 
cooperation, 
“Today the display industry at large 
shares in a marvelous opportunity to prove 
its value to our country at war and to our 
merchants at home. This is the opportunity 
which we have long looked for and well 
prepared to meet. I know that our 
effort in an “all-out” drive to promote the 
Treasury Department’s “Billion-a-Month’” 
program will meet with great 
Speaking for the display manufacturers, we 
can say that they are ready to do their part, 
and know that ready to 
yours. Let us both put our shoulders to the 
wheel and get this gigantic program in mo- 
tion. 

“We 


are 
united 


success. 


we you are do 


were indeed grateful for the recent 
visit of your president, Mr. J. B. McCann, 
and your managing director, Mr. John L 
King, and to them and their fellow-officers 
of the International Association of Display 
Men 
their 
administration.” 


extend hearty congratulations for 
during their 


we 
splendid achievements 

The meeting was noteworthy for the gen 
eral participation of all present in the 
discussions and its indication of the sincere 


interest of the manufacturers in the welfare 
of the display 


industry and the profession 
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PATRIOTIC DISPLAYS 


Will be More Appealing finished with 


M-L FLOCK 


eDisplays for Victory and 
Fourth of July events always 
bring orders for Red, White 
and Blue Displays. 


Finish these displays with 
M-L Flock. It’s easy to use, 
economical, available in nu- 
merous surface finishes and 
a full range of vivid colors. 


Use it for all quantity sign 
and display purposes — a 
little covers a lot of surface 
—and adds sales value and 
extra profits for you. 


| Write for FREE Samples 


MWYVERS-LIPMAN 


WOOL STOCK COMPANY 


Manufacturers Since 1875 


20-26 N. Moore St., New York City 








NEW ADDRESS 


WE MOVED INTO 
LARGER QUARTERS 


ALLIED DISPLAY 
MATERIALS, Inc. 


65 MADISON AVE. 
NEW YORK, N. Y. 


Manofacturers of Unusual 
Display Materials 


See us at 


l. A. D. M. CONVENTION 
ROOM V6 


ST. LOUIS, MO. 
ee 








Question: In the last issue of DISPLAY 
WORLD you answered a question as to the 
insigne used to indicate the rank of army 
Will you please do the same in 
regard to commissioned officers of the navy? 
—W ichita. 


Answer: The lowest rank among com- 


officers. 


missioned naval officers is that of ensign, 
corresponding to the army’s second lieu- 
tenant. 
stripe and star on his sleeve. Next is the 
lieutenant, junior grade: star, thin and 


The ensign wears a single heavy 


heavy stripe. Lieutenant, star with heavy 
and medium stripe. Lieutenant Commander, 
star with thin stripe between heavy and 
medium stripes. Commander, star with me- 
dium stripe between two heavy stripes. Cap- 
tain, star with four heavy stripes. Rear 
Admiral, star with heavy stripe and _ rec- 
tangle. Vice Admiral, star with two heavy 
\dmiral, star with 
three heavy stripes and rectangle. 


stripes and rectangle. 


Question: We would like to have your ad- 
vice on taking care of our present metal 
display fixtures. Any suggestions will be 
appreciated.— Memphis. 

Answer: The following treatment will help 
conserve your metal fixtures. Avoid rough 
handling, knocking fixtures together, and the 
like. Store them carefully when not in 
use. All metal parts should be rubbed with 
oil or vaseline, wrapped, and stored in a 
dry place. For cleaning and restoring the 
beauty of chrome displavers, use one of the 
several cleaning compounds on the market, 
or use a mild kitchen cleanser such as Bon 
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Ami and polish with a dry cloth. Displayers 
with a silver or lacquer finish should be 
washed with mild soap and water and thor- 
oughly dried. 


Question: It seems to us that it would be 
of interest to displaymen everywhere if you 
would comment briefly in DISPLAY 
WORLD on the status of display in Nazi 
Germany, so that American displaymen can 
contrast their profession today with that 
of a totalitarian state. Would you please 
do this, through the Questions and Answers 
column ?—Detroit. 

Answer: With the rise of the Nazi party 
to power in Germany, display and display- 
men became a part of the national propa- 
ganda program, under the direction of the 
infamous Dr. Goebbels. Every displayman 
automatically became a member of the na- 
tional display organization and this form of 
publicity was regimented along with the 
newspapers, magazines, and radio. As a 
result, display has been a strong part of 
the German government's publicity program 
for many years. Before the war, tourists 
were surprised at the “spontaniety” with 
which retail stores all over the country in- 
stalled displays celebrating Hitler’s birth- 
day, or requesting the people to “Vote Ja!” 
when the Nazi party had some issue at the 
polls. This “spontaniety” was of course 
nothing of the kind; displaymen were or- 
dered to see that such displays were in- 
stalled by a certain date, and none dared to 
disobey. 

With this organization already built up 
and functioning before the war, it was a 
simple matter for Germany to continue its 
operation along the same line. It is merely 
a case of issuing instructions: “Do this— 
or else.” As far as can be learned from 
scattered rumors and reports, the Nazis 
are still using a central display bureau 


| PEAS 














—''| know you spent hours on it, Hardwick, but, after all, the peas are for sale!'' (Repro- 
duced through the courtesy of This Week and Dave Gerard; copyright 1942 by the United 
Newspapers Magazine Corporation) — 
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which controls all state propaganda relea 
through the store windows of the natio: 

An interesting sidelight on German 
play is the fact that retailers are comps 
to keep their displays intact for long peri 
—as much as a month. They may not t 
merchandise from a window display eve 
the stock of the store is otherwise exhaust 
The scarcity of many articles has also 
sulted in practically every store having 
or more displays in which dummy packa 
only are shown, accompanied by a si; 
“Advertising only.” 


General Electric Awards 


$500 In Display Contest 

The General Electric Lamp departn 
recently conducted a cash prize display « 
test among its dealers, with first place 
$200 being awarded to A. Kelley and A. 
Volkens, Eastman Kodak Store, Detroit, 
Second prize of $100 went to R. E. Moria: 
Sanger Brothers, Dallas. 

Other prize winners were: third, $50, Ran- 
dolph Mims, Allen & Jemison Company, 
Tuscaloosa, Ala.; fourth, $50, John H. Coul- 
ter, Greensburg Photo Supply Company, 
Greensburg, Pa.; fifth, sixth, seventh and 
eighth prizes and $25 each, Bicknell Photo 
Service, Portland, Me.; Mary Pilati, Fast- 
man Kodak Stores, Inc., Salt Lake City; 
Mrs. Eddie Stanton, Willoughby’s, New 
York City; A. L. Adolphson, Kasic Photo 
Shop, Salem, Ore. 

Judges of the contest were N. W. Town- 
send, G-E Lamp department; L. D. Gil- 
more, advertising manager, Dennison Manu- 
facturing Company, Framingham, Mass., 
and M. R. Davies, Jr., Foster & Davies, Inc.., 
Cleveland. 


Greggory Fall Catalogue 
Ready For Distribution 

A 24-page catalogue of fall display mate- 
rial, combined with a victory display mate- 
rial section showing 42-by-60-inch photo- 
murals of victory subjects, has been pre- 
pared by Greggory, Inc., 2929 South Wabash 
avenue, Chicago. Included also are colorful 
fluted and flat panels, bandings, panelings, 
and valances. Copies are free on request 

G. G. Gottlieb, proprietor of the firm, an- 
nounces that his company is now engaged 
in the development and production of cer- 
tain war materials which require manufac- 
turing operations similar to those used in 
the production of display materials in the 
Greggory plant. 


Four Are Added 
To Stix Staff 


The following people have been added to 
the display staff of Stix, Baer & Fuller Com- 
pany, St. Louis, of which Syl C. Rieser 1s 
in charge: Miss Frances Kerr, formerly with 
Retailers Market News, who will be an 
assistant: Allan Pollard, who will be in 
charge of the men’s wear display division: 
Rokert Sexauer, formerly with R. H. Mac) 
& Co., New York City, who will serve as 
designer, and James Moore, who will man- 
age the women’s wear window display: 
Moore was formerly with Schuster’s, Mil- 
waukee, and Saks-Fifth Avenue, New York 
(City. 











JUNE, 1942 





Fall Rayon Card 


Is Released 

The regular edition of the 1942 Fall Rayon 
Card, the first of its kind ever issued by the 
organization, has just been released by The 
Teatile Color Card Association to its mem- 
bers, it 1s announced by Margaret Hayden 
Rorke, managing director. Up to this time, 
the shades in the regular season card have 
been portrayed in silk. 

Thirty colors are shown in this new card, 
which continues the theme of United Victory 
colors. Each of the shades is adapted to all 
rayon, rayon and cotton mixtures and cot- 
ton 

Medium and lighter tones of muted tempo 
sound the keynote of this fall collection, 
which also includes several more animated 
shades of green, red, fuchsia, gold and cop- 
per, suggested as smart highlight or promo- 
tional colors. In the basic ranges, blues are 
represented in new soft versions of the 
soldier and air force types, as well as 
greenish undersea tones. 

\lIthough no brown is included, because of 
dyestuff conservation, russet tones and light 
and medium beiges have a definite place in 
the collection. Greens, which give promise 
of continued wide acceptance, include dusty 
olive, grayed almond and light pine types. 
Steel gray and light claret are also shown in 
the basic line-up. 


Marine Corps Invites 
Display Queries 

\ letter from Brigadier General Robert 
L. Denig, director, Division of Public Rela 
tions, U. S. Marine Corps, Headquarters, 
Washington, announces that full information 
for display purposes on this branch of the 
armed services will be supplied on request. 

A recent window display used by the J. L. 
Hudson Company, Detroit, is cited as an 
example of how interesting displays can be 
built up around the activities of the Marine 
Corps. The display had a kackground of 
blue muslin, before which stood three man- 
nequins, each in a different style Marine 
uniform and decorated with various awards 
received by “Leathernecks.” At one = side 
was a large Marine emblem in gold and 
blue, centered over a blow-up of a “Japan- 
ese Hunting License” offering free ammu- 
nition and equipment to those desiring to 
hunt the Japs with the Marines. 

\ll around the window were 8-by-10 pho- 
tographs showing Marines in action all over 
the world. These pictures were arranged on 
a flat background board. In the foreground 
of the display was a large poster with de- 
tails of the Reserve Officers’ Class 


Fall And Winter Brochure 
Issued By Bulkley, Dunton 

\ display brochure has just been issued 
by Bulkley, Dunton & Co., 295 Madison ave- 
nue, New York City, illustrating the firm’s 


entire new line of fall and winter display 
Ite Of unusual interest are the new pan 
els executed in dry brush technique. A 
complete listing of Bulkley, Dunton’s Vic- 
tory colors in seamless paper is available 
Ina new color chart which can be obtained 
mn uest. The shades are said to be very 
appropriate as complementary background 


to the high style colors of the coming 
Cds S 
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Every Store Needs the 


STATUE OF LIBERTY 


EXTREME HEIGHT 61/2 FEET 
THREE-QUARTER RELIEF 


With Star Base Like Original 
24" Wide x 14" Deep 


Price $45.00 


F.O.B. Chicago 
Shipping Weight 100 Lbs.; Net Weight 60 Lbs. 


Many More Timely and Patriotic Items 


ILLUSTRATED CATALOGUE 
ON REQUEST 


CHICAGO STATUARY CO. 


55 E. WACKER DRIVE, CHICAGO, ILL. 











1627 LOCUST STREET 





VICTORY on DISPLAY 
in BOOTH L-2 


Visit GARRISON-WAGNER COMPANY’s lobby floor ex- 
hibit showing a complete selection of patriotic materials and 


accessories and a host of new fall merchandise display ideas. 


GARRISON-WAGNER COMPANY 


Manufacturers—Importers—Distributors 


Chicago Showroom—326 West Adams 


ST. LOUIS 








DISPLAY , 


For Victory _S 


Continuous Flag Flyer—the 


mechanical Waving Flag at 
a price much lower that 
wrdinarily demanded for the 
more expensive editions 
Operates on AC, DC cur 
Flag size 12”x18”. Anima 
tion Mechanism Invisible 


White-enameled wood base and flag-staff $ 7.50 
1 


DeLuxe Model, chrome ise and flag-staff, 
eagle, tassels $12.50 
(Defense flag av illable interchangeable $1.00 addl.) 


I. A. D. M. CONVENTION, ST. LOUIS, Room V-6 


GOODMAN DISPLAYS 


Division of Goodman Flexible Sleeve Form Co. 
19 West 34th Street New York, N. Y. 


(Distributors wanted) 


| MANNEQUIN REFINISHING 


A new kind of service by an 
experienced mannequin artist. 
ALL WORK DONE IN MY OWN STUDIO 
Shipping Cases Furnished—Freight Prepaid—No 
Fuss—No Bother—Better Work—Factory Finish 
Write for Complete Information 


6117 EAST 10TH ST. 
i. M. BRENA INDIANAPOLIS, IND. 
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FLEXU-ATI7ON 
ANIMATION UNITS 


When you require the finest for your 
government contracts or your motion 
displays, specify FLEXO-ACTION. 


GEARED MOTORS AND TURNTABLES 


MERKLE-KORFF GEAR CO. 


211 North Morgan Street Chicago, Ill. 













USE THE 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$2.00 Per Column Inch — CASH WITH ORDER 
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Prominent Displayman Available 


One of South’s top ranking display executives 
desires change and permanent connection with 
reliable firm who consider displays a major as 
set Southern coastal section preferred. Over 
20 years’ experience all lines; 17 present firm. 
Change own accord. Very best reference. Draft 
exempt lrustworthy, reliable and energetic. 
Work highest order Versed all phases of dis 
play Reasonable salary Correspondence in 
vited Will consider first assistant in largest 
department stores. 

Address ‘‘M. M.” 

Care DISPLAY WORLD 





WANTED 
New Display Products 


Complete Sales and 
Representation Service 


from out of town firms, inventors, pat- 


entees and display manufacturers. Are 
well-established and acquainted with 
most all display buyers in New York 


City district. Best credentials. Write to 





AUSTEN DISPLAYS 


1265 Broadway New York City 





DISPLAY MANAGER 


Desires voluntary change—l2 years’ suc- 


cessful record with leading stores. Has 
sound, fresh ideas, good taste, and skill 
in execution and a proper respect for 
budget limitations. Only outstanding 


prestige stores considered. 


Address “B. G.”’ 


Care DISPLAY WORLD 








HOME STUDY COURSES in Window Display 
and Show Card Writing now offered at greatly 
reduced prices. New, up-to-date, authoritative, 


clear and comprehensive. Every detail of 
the work fully illustrated and explained by 
former instructor at The “Chicago Display 
School.” Write for information. 


WILL H. BATES, Box 101, Ellsworth, Ill. 








CREATIVE DISPLAY TRAINING in_ all 


branches, including Windows, Interiors, Back- 





grounds, Store Fronts, Exhibition Booths, Model 
Building, Showcards; also Retail Sales Promo- 
tion and Advertising Layouts. Moderate tuition. 





CORRESPONDENCE INSTRUCTION—In Win- 
dow Display, Advertising and Card Writing. 
In continuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country in 
the world. New graphic instruction and new 
short courses now available at special prices. 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, III. 


Free Placement Bureau. Request Booklet ‘‘DW.” 
DISPLAY INSTITUTE 
3 East 44th St., New York MUrray Hill 2-5567 








Jobbers, Salesmen and Window Trimmers 


wanted to sell most unique line of ladies’ sculp 








ADVERTISING—HOME STUDY—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Cannan school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
1315 Michigan Ave., Dept. 266B Chicago 


tured and glove hands, unbreakable; patriotic 
motion flags, turntables and victory display ma 
terial. Excellent earnings possible with these 
fast sellers 


DISPLAY SPECIALTIES 
19 West th Street New York City 








WANTED—For Fur Windows 





A few composition animal pieces in good condi 





FOR SALE 


Mechanical Xmas Window 
Display and Interior Trim 


“A VOYAGE TO 
XMAS ISLE” 


Plenty of color and motion, and a 

derful tie-in for your holiday 
e@l4 animated figures and a sea of spar 
kling motion. 

e@lool proof mechanism. 
@10 Jolly Oarsmen for 
gift windows 

e@24 Coral wreaths. 

es Lucite and glass Auroras. 


COMPLETE DISPLAY ONLY 
$625.00 


F.O.B. Spokane, Wash. 


won 


season 


interior or othet 


TULL & GIBBS 


Spokane, Wash. 





Photos and Description Sent on Request 














tion, also pedestals for same if available. Must 
be inexpensive. Send description, photos, ete 
, 
E. E. O’DONNELL 

Care BROTAN’S, ENDICOTT, N. Y. 

Christmas Display Pieces 
Eight beautiful Silvestri units in perfect con 
dition, at just half price. For photos and fur 
ther information, address A. L. Schelm, WILL- 
SON CHASE CO., St. Petersburg, Fla. Also 
want to buy Christmas displays. 








DISPLAYMAN WANTED 
By exclusive men’s and boys’ wear store. 
Excellent opportunity for right man. 

Address STEVE BRODY 
Bremer’s, Iowa City, Iowa 


























WANT ADS—Of all kinds, eligible for t 


cash with order. 





he Opportunity Exchange. Only $2.00 per inch, 


July forms close July 11. 
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|. A. D. M. Nominating Committee 
Names Ray Parks For President 


ot e 


\ 


The 1942 nominating committee 
International Association of Display 
composed of George Westerman, Comm. in- 
wealth Southern Corporation, Jack~ on, 
Mich.; John McCarthy, Brown-Durrell ( 
pany, Boston, and Clement Kieffer, Jr., | he 
Kleinhans Company, Buffalo, has na 
Ray Parks, Leavitt Stores, Inc., Manche: ‘er, 
N. H., as its selection for the associat 
president for 1942-43. 

Parks, who is now first vice-presiden: 
the I. A. D. M., has long been activ 
association affairs and is highly regarded 
for his integrity and ability. He 
oughly familiar with the need for a strong, 


18 thor- 


progressive organization. His knowledge of 
display and of the I. A. D. M. set-up should 
make him a most valuable man for the job, 

Other nominations by the committee are 
as follows: first vice-president, Joseph 


Bronsing, J. Goldsmith Company, Memphis; 
second vice-president, Everett Quintrell, 
Elder & Johnston Company, Dayton, Ohio; 
third vice-president, Joseph Apolinsky, Love- 
man, Joseph & Loeb, Birmingham; treas- 
urer, Charles E. Lenhart, Hochschild Kohn 
& Co., Baltimore. 

For the board of directors the nominating 
committee list these men, most of them re- 
appointments: First district, John Me- 
Carthy, Brown-Durrell Company, Boston; 
second district, Lothar Dittmar, D. M. Read 
Company, Bridgeport, Conn.; third district, 
Eugene Turner, Zachry’s, Atlanta; fourth 
district, Frank Whitelam, R. H. Fyfe & Co., 
Detroit; fifth district, L. L. Wilkins, Pizitz 
Dry Goods Company, Birmingham. 

Sixth district, Robert O. Johnson, 
monwealth Edison Company, Chicago: 
enth district, Estes, Bond Clothing 
Company, St. Louis; eighth district, Lloyd 
Jensvold, Gamble-Skogne, Inc., Minneapolis: 
ninth district, Richard A. Staines, Vandever 
Dry Goods Company, Tulsa; tenth district, 
ed Sherwood, Sherwood Display Service, 
Cody, Wyo.; eleventh district, Roy Stewart 
Barker Brothers, Los Angeles. 


Com 
Sey 


Dave 


Bonwit Display Staff 
Gets Pay Increase 

A decision by the New York State Board 
of Mediation grants a union shop and retro 


active wage increases to the display de 
partment employees of Bonwit Teller & Co 
New York City. Under the terms of the 
decision, $2 increases were allowed, $I 
retroactive from November, 1941, and_ the 
remainder from May 4, 1942. About three 


men get the $2 increase, and six or seven 
the $1 increase. Bonwit’s retains the right 
to hire and fire for cause, but employees 0! 
the department must join the union atter 
three months of employment. 


Reid Resigns Position 
With Snellenburg's 


After thirty-eight vears with N. Snellen- 


burg & Co., Philadelphia, William T. Reid 
has resigned as display director. His future 
plans are not yet known. 

Eric Wucherer, for the past three years 
Reid's assistant, takes over the display 
managership. Wucherer was formerly with 


three New York City firms—Altman’s, Best 
| & Co., and Bloomingdale Brothers. 
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Display 
Wor Kel 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


i. Air Brushes 
bY oe Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Crepe Papers 
() Composition Pieces 
() Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 
Display Furniture 
() Display Forms 
{) Display Letters 
Display Racks 
Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 
hee 4 and Banners 


OOoOoOooOoo0novno 


O000 


C) 
CJ 
nf 
a Foils Specialties 
Grass Mats 
Hosiery & Shoe Forms 
Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
5 Mannequins 
Mouldings 
. Metal Sheets 
Millinery Heads 
CL) Motion Displays 
. Motion Mechanisms 
Natural Foliage 
[) Pageants & Exhibits 
Paper Sculpture Displays 
O Sas (Window) 
() Papier Mache Specialties 
O) Dastemaghie Blowups 
() Plastics 
Price Cards—Tickets 
Price Ticket Holders 
[) Sale Banners 
C) Socks—Window 
[) Show Cards 
C) Show Card Colors 
Show Cases 
Show Case Lighting 
Signs—Card Holders 
Signs—Brass—Bronze 
C) Signs—Electric 
[} Sleeve Forms 
OQ) Stencil Outfits 
(J Stock Posters 
{) Store Designing 
ed ne 
Tack 
C) Time’ Switches 
C) Turntables 
[} Valances 
C) Wall Board 
Wi 


gs 
C) Window Lighting 


Do you wish a copy of their catalogue? 
Do you plan to remodel your store soon? 
Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 
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JUNE, 1917 

The list of exhibitors at the 1917 conven- 
tion of the International Association of Dis- 
play Men in St. Louis will conjure up many 
memories for the old-timers in this field: 
Adler-Jones Company; Bodine-Spanjer; bo- 
tanical Decorating Company; Baumann 
Company; The Culver Company; Curtis 
Leger Fixture Company; Bert L. Daily; 
Doty & Scrimgeour; L. A. Feldman; French 
Wax Figure Company; Hincher Mig. Com- 
pany; Hune Crawford Company; Hugh 
Lyons & Co.; Norwich Nickel & Brass Com- 
pany; J. R. Palmenberg’s Sons; Polay Fix- 
ture Company; Reid Window Trimming In- 
stitute; Orval Simpson; Jacquemin Flower 
Company; Natural Plant Preservers Com- 
pany; Favor Ruhl & Co.; Wallbrun, Kling 
& Co.; M. A. Heimann Mig. Company; 
Morris Leon Company; Ornamental Prod- 
ucts Company; J. F. Gasthoff & Co.; A. L. 
Randall Company; Hulsizer’s ; Kindle-Toney 
& Vollant, and D. J. Heagany Company. 

George H. Jentzen resigned as display 
manager tor The Furst Store, Jersey City, 


| and joined the staff of Gimbel’s, New York 
| City. 


Formerly of Evansville, H. E. Herrold 
joined E. C. Minas Company, Hammond, 
Ind., as display manager. 

Walter KE. Nickell took charge of display 
for McCoy's Department Store, Waukesha, 
Wisconsin, 

A. L. Meadows became display manager 
for the White House Dry Goods Company, 
Beaumont, Texas. 

Ellsworth H. Bates, formerly with Harris- 
Emery Company, Des Moines, became first 
assistant to Fred King at Block & Kuhl’s, 


Peoria. 


JUNE, 1932 
Carl Shank, Stix, Baer & Fuller Company, 
St. Louis, won the championship class trophy 
at the International Association of Display 
Men's convention. 
Charles A. Vosburg, Hochschild, Kohn & 


Co., Baltimore, was elected president of the 
I. A. D. M. at the Chicago convention. Other 


officers named were: Joe McCann, S, Kann 
& Sons Company, Washington, first vice- 
president; W. C. Montgomery, Crosby Broth- 
¢€rs, Topeka, second vice president ; Ed Rose, 
Harris-Hahlo Company, Houston, third vice- 
president; I. Ek. Ogg, Oggway Display Serv- 
ice, Sharon, Pa., treasurer. 

Jerome E. Walter, Kresge Department 
Store, Newark, won the $1,000 first prize in 
the Julius Kayser & Co. contest. Carl 
\hlroth, The May Company, Los Angeles, 
won second prize of $500; M. L. Black, 
Strouss-Hirschberg Company, Youngstown, 
won $250 and L. L. Wilkins, Kerr Dry 
Goods Company, Oklahoma City, won $100 
In the smaller store group the following 
were winners: W. A. Montgomery, Crosby 
Brothers, Topeka, $750; J. L. Dexter, J. M. 
Hartley & Co., Fairmont, W. Va., $400; M 
K. McGre, L. H. Field Company, Jackson, 
Mich., $200, and C. Gemmell, Holman’s De 
partment Store, Pacific Grove, Calif., $100 
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JUNE, 1942 
Ajax Box Co. 
Allied Display Materials 
Arranjay Wig Co. 


Barrango & Co., C. 
Becker Sign Supply Co. 
Bishop Publishing Co. 
Bliss Display Corp. 
Brenan, L. M. 

Bulkley, Dunton & Co. 


Camden Artcraft Co. 
Carstenite Sales 

Chicago Cardboard Co. 
Chicago Statuary Co. 

Columbus Coated Fabrics Corp. 
Co-Operative Displays, Inc. 
Copeland Studios, Ruth 

Coy, Disbrow & Co., Inc. 


Darling Co., L. A. 
Decorative Plant Co. 
Detroit Showcase Co. 
Display Equipment Corp. 
Darling Co., L. A. 


Eaton Brothers Corp. 


Ferrill & Co., Harve 
Flame-Glo Co., Inc. 


Garrison-Wagner Co. 54, 64, 


Goodman Flexible Sleeve Form Co. 
Greggory, Inc. 


Hansen Mfg. Co., A. L. 


International Association of Display Men 


35 
67 
65 
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64 
37 
25 
69 
41 
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59 
56 
69 
63 
4 
43 
53 


29 
48 
57 
53 
29 


65 


45 
64 


69 
69 
17 


63 


Inside Back Cover 


International Register Co. 


Korrect-Way Display Products 


56 


Inside Front Cover 


LeBow Advertising Co. 


Madisonia Manikin 
Maharam Fabric Corp. 
Mannequin Display Studio 
Marquardt & Co. 

Maxwell Corp., Frank D. 


Merkle-Korff Gear Co. 

Mileo, P. C. 

Myers-Lipman Wool Stock Co. 

Nalco, Inc. 51, 
New York Display Manufacturers 26, 
Oltmann's 


Opportunity Exchange 


Paper Converting & Finish. Co. 
Photoswitch, Inc. 
Prop Shop, The 


Reflector Hdwe. Corp. 
Reyburn Mfg. Co. 
RIP Studio 

Roehl Studios, Virginia 


Sherwin-Williams Co. 

Shoe Form Co., Inc. 

Siegel, Nat 

Silvestri Art Mfg. Co. 

Spadea Studios 

Standard Fixture, Inc. 

Stensgaard & Associates, Inc., W. L. 
Stroock Display Co. 


Thayer & Chandler 
Toll, Murray 
Transparent Shade Co. 


U. S. Plywood Co., Inc. 


72 
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Victory Display Committee. 33, Back Cover 


Williams, Inc., Jas. B. 
Wold Air Brush Mfg. Co. 


3 
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DISPLAY WORLD 


RAMATIZE ... 


the VICTORY PROGRAM 


with these inspiring 


HEROIC ENSEMBLES 


Heroic Ensemble No. 14 
PRESIDENT FRANKLIN DELANO ROOSEVELT 
Size 24x36” 


Consists of a life-like reproduction of President Roosevelt, reproduced from a 
famous sculptured model, super-imposed in Bas Relief on flag red, white, and 
blue Facil laminated silky material mounted on heavy board, with silver stars 
on blue stripe. The scroll is in Bas Relief, silk screened with red and blue letters 
on white Facil material mounted on heavy board. This display easled. 


Can be used for window display, ledges or paneling. 6 
*6.00 


Price complete 





Heroic Ensemble No. 15 
GENERAL DOUGLAS MacARTHUR 
Size 24’’x36” 


Consists of life-like reproduction of General MacArthur, reproduced from a 
famous portrait, super-imposed in Bas Relief on flag red, white, and blue Facil 
laminated silky material mounted on heavy board with silver stars on blue stripe. 
The scroll is in Bas Relief silk screened with red and blue letters on white Facil 
silky material mounted on heavy board. This display easled. Can be used for 


window display, ledges or paneling. 26 
Price complete .OO 


LE BOW ADVERTISING CO. 


15 WEST 37th STREET NEW YORK CITY 





Heroic Ensemble 
No. 12 


GENERAL DOUGLAS 
MacARTHUR 


Size 
221/0""x25"x7" deep 


Consists of heavy white blue 
starred board frame on at- 
trective white base, sturdy 
wood construction. Concave 
background, beautiful flag 
red and white four inch 
striped silky Facil material 
with mounted cut out of 
General MacArthur in fore- 
ground. Flanked with two 
scrolls of white Facil mate- 
rial mounted on heavy board 
and easled. Name plate of 
General MacArthur (remov- 
able) red board with white 
letters. Reproduction of Gen- 
eral MacArthur and _ back- 
ground are removable giving 
you a permanent display 
piece usable on other occa- 
sions. Price complete— 


°9.75 
* 


* 


MORE WAR BONDS ——___ & 
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VoD. CART AND DESIGN DIVISION OUTLINES TPS PLANS 


The Art and Design Division of the Vietory Display 
Committee is composed of Findley Williams, Chairman; 
Haddon H. Sundblom. George Petty. shown here. and 
Henry Heier. four of the nation’s leading artists and 
designers in their respective fields. The purpose of this 
committee is to lend assistance in the development of 
display ideas and designs that are definite interpretations 
of the various scheduled promotional events, as estab- 
lished by the Victory Display Committee in cooperation 
with various national war agencies. 

It is not the intention of this committee to dictate 
policies or establish rigid standards or in any way try 
to control all or part of the designs that will be produced 
in this national campaign. The committee will review 
ideas. especially those developed for the intention of 
national reproduction and distribution, in an endeavor 
not only to approve. but to offer helpful and constructive 
criticisms and suggestions. 

From time to time, display sketches in rough form 
will be made available to all displaymen to interpret in 


their own manner. These sketches and suggestions will 


* 


be the committee’s interpretation of the most forceful 
way the various scheduled ideas can be interpreted. 
Furthermore, the suggestions will at no time incorporate 
any manufacturer’s material or fixtures but will be strictly 
unbiased suggestions that can be executed) by any 
displayman. 

The “Visual” Appearance of Victory displays will 
depend almost entirely on Art design and layout, and for 
that reason the V. D. C. has purposely obtained the 
services of nationally famous artists outside the display 
profession for the purpose of obtaining the maximum 
versatility and dramatic showmanship necessary in pul- 


ting over the “biggest selling job” in the world. 


fs they appear in above photograph, from left to 
right, these members of the Art and Design Division, 
Victory Display Committee, are as follows: 

Haddon H. Sundblom, Nationally Famous Illustrator. 

George Petty, Internationally Famous Artist. 

Findley Williams, Vice-President and Art Director, 


We. L. Stensgaard and Associates, Inc. 


* 


VICTORY DISPLAY COMMITTEE 


Washington, D. C. 


This space contributed by DISPLAY WORLD. 





